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League 


Covers the Best Part of INDIANA With 


<= 90,000 


papers, daily average for year ending September 30, 
1904. Look at the map and see the locations. Circula- 
tion books are open for inspection at any time and guar- 
anteed by bond with the Federal Union Trust Co. 


It’s Just Another Case 


of the people taking the best paper. Each of The Star 
League papers has the full Associated Press report, the 
Publishers’ Press report and private leased wires to East- 
ern and Western news centers. Everybody takes THE 
STARS because each sells 


1 Cent Daily 1 Cent Sunday 


and each gives all the news. People read the news in the 
Stars and they’ll read your advertisement. 
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TheBestSchool 


THIRD WEEK. 


CASH between now and December 31, 1903, may 

receive PRINTERS’ INK for the term of one year, or 
extend his present subscription for the same length of time. 
This special offer is good only during the time specified and 
No Longer. It is made for the special purpose to enlist as 
new subscribers young men and women who are contemplat- 
ing to study the art of advertising and the writing of adver- 
tisements. PRINTERS’ INK is a weekly journal for advertisers, 
and the best of them all, A weekly issue constitutes a weekly 
lesson which can be studied and digested at Home without 
the slightest interference with present occupation. A year’s 
reading of PRINTERS’ INK gives any one with the ability of 
becoming an advertising man more practical, common-sense 
instruction than any so-called course by mail for which a 
much higher tuition fee is charged. 

The reading and careful study of PRINTERS’ INK has not 
only been a stepping-stone, but the very making of many young 
men who now occupy well-paid and responsible positions in 
the advertising and publishing business. 

There is no other advertising journal that treats publicity 
in the same comprehensive and practical way. There is no 
other advertising journal which spends so much money, time 
and effort to obtain and gather from practical business life 
the facts and experiences, the successes and failures of those 
who are daily engaged in advertising. No young business 
man can read PRINTERS’ INK and not become an abler busi- 
ness man for doing so. It’s a journal of highest excellence 
and i¢ should be read and studied in every modern business 
office in the United States. Sample copies ten cents. 


ARE YOU OPEN TO CONVICTION ? 


s 
For further information, if desired, address f 2 


soeiiatiinatiienesline eo PAL 


10 Spruce St., New York. ~ p 


AK ONE sending the amount of THREE DOLLARS 
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Vout. XLIV. 
ADVERTISING EXPERI- 
MENTS. 


By F. Stanley Shaw. 


A series of experiments were 
lately conducted with a view to 
determining what type would 
make the most lasting impression 
on the minds of people who run 
through from fifty to one hundred 
pages of consecutive magazine ad- 
vertising. 

To determine tne exact value of 
such advertisements with a maga- 
zine it would be necessary to ex- 
periment with one containing all 
new advertisements in order that 
no previous impressions might af- 
fect the results. As such a pub- 
lication was obviously impossible 
to obtain, slowly moving freight 
trains containing some twenty or 
thirty cars, all variously ornament- 
ed and lettered, were taken as a 
basis of these tests. 

The home of one of the ex- 
perimenters was so situated that 
a view might be had from several 
of the rear windows to a railroad 
track over which passed, at cer- 
tain hours of the morning and 
afternoon, long lines of freight 
cars. These trains were not run 
at high speed, and an observer 
could read the names and note the 
peculiarities of lettering on each 
car as it passed without much ef- 
fort. 

The various subjects, consisting 
of men, women and young girls, 
were seated at different windows 
and asked to read the name on the 
side of each freight car as it 
passed. They were not requested 
to make any special effort to re- 
member these signs; in fact, few 
of these people were aware of the 
nature of the experiments in which 
they were participating, and did 
not know that they were to be 
asked later to name the cars they 
had noted. 

As the trains moved by the win- 
dow, a shorthand operator took 
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down the name painted on the 
side of each car. The first train 
made the basis of an experiment 
consisted of the following rail- 
road cars in the order named: 

N. Y., N. H. & H. 

Philadelphia & Reading. 

N. Y., N. H. & H. 

Baltimore & Ohio. 

Erie. 

Erie. 

Grand Trunk. 

Chicago & Alton, 

Armour Packing Co. 

see Se 2 

N. Y., N. H. & H. 


Erie. 

Wabash. 

N. Y., N. H. & H. 

Erie. 

Pennsylvania. : 
c Merchants’ Despatch Transportation 
oO. 

nm. ¥., B.S. & 

Boston & Maine. 


N. .Y. Central. 
Philadelphia & Reading. 
Lake Erie & Western. 
Canada Atlantic. 

i. | * 8 H. 
New York Central. 
Northern Pacific. 
Grand Trunk. 

Bn. t, & & & &. 


Pennsylvania. 
Central Vermont. 
After the train had passed 


each subject was asked to name 
any cars which they could remem- 
ber. One woman could remember 
but two cars, The Armour Pack- 
ing Co. car, which she named im- 
mediately, and the Erie Railroad 
car, which she was able to recol- 
lect after a moment’s thought. 

A man who sat at another win- 

dow could name five cars that had 
passed: The Armour Packing Co. 
car, the B. & O., The Erie, the 
Central Vermont, and, after a mo- 
ment’s thought, the Boston & 
Maine. 
_ Two young girls, aged respec- 
tively sixteen and nineteen, named 
exactly the same cars as did the 
man, with the addition of the 
Pennsylvania and the Northern 
Pacific. 

These experiments were con- 
ducted every day or so, with new 
subjects as it was possible to ob- 
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tain them, for a period of several 
weeks, and in all just 122 subjects 
were experimented upon. The 
thirty-four freight trains observed 
did not vary to any great extent; 
there was always a preponderance 
a. S., H. H. cars, and 
seldom a train passed without one 
or more of the gaudy packing 
company cars being included. 

The tabulated results of the 
day’s observation bore a singular 
unanimity. It was invariably 
discovered that each subject of 
both sexes best remembered the 
brightly lettered red, yellow and 
black cars of the packing compan- 
ies, while second in memory came 
the terse little Erie sign, the word 
“ERIE” in white letters inclosed 
in a white diamond on a dull red 
ground. The other signs remem- 
bered were always those in plain 
black letters in straight lines. The 
letters in curved lines were not re- 
membered in more than one or 
two isolated instances, while those 
cars bearing signs painted at an 
angle were never remembered. 
White letters on a dark color 
made a deeper impression than 
did black letters on a light color. 

In but eight single cases in the 
entire series of experiments did a 
subject remember the complicated 
fancy letter signs of the N. Y., N. 
H. & H. railroad cars, and this, 
too, when that was the most fam- 
iliar name to all of them, as well 
as that one occurring most often in 
every freight train. 

The conclusion drawn from this 
series of experiments was, that the 
magazine advertiser, or the man 
who uses bill-board space along a 
railroad track, should use a plain 
block letter, preferably white on a 
dark color; should be sharp and 
terse in his wording, and should 
avoid curved and angular lines of 
type. If the magazine advertiser 
can use a colored insert, he stands 
the best show of all to be remem- 
bered, as did the cars of the West- 
ern packing houses. Above all 
should he aim at brevity and clear- 
ness. 

In a word, a magazine or bill- 
board advertiser must imagine 


himself but one of a long line of 
consecutive speakers who have but 
so many seconds to tell their story, 








and hence it must be short, sharp 
and direct. 

_To further test these conclu- 
sions, a series of experiments 
were made with twenty-five per- 
sons of average intelligence, and a 
copy of McClure’s Magazine. 
Each person was handed a copy 
of the magazine, asked to read 
the ads and then to state which 
ads they remembered well enough 
to tell the name of the advertised 
article. The results were as follows: 

Five subjects remembered: 


“Quaker Oats.” 
“The Crossett Shoe.” 


“Shredded Wheat Biscuit.’ 
“Majestic Ranges.”’ 

“C. B. & Q. Railroad.” 
“Collier’s Weekly.” 
*Pearline.” 


“The Ostermoor Mattress.” 

“The Equitable Insurance Co.” 

“Gold Medal Flour.” 

“The Rock Island System.” 

“The Prudential Insurance Co.” 

“Pears Soap.” 

Eight subjects remembered all 
of the above with the excep- 
tion of “The Ostermoor Mat- 
tress” and “The Equitable Insur- 
ance Co.” 

Eleven subjects remembered all 
tne above with the addition of 
“Japolac,” “Selz Shoes” and “The 
Simplex Piano Player.” 

Sixteen subjects remembered: 

“Quaker Oats.” 

“The Crossett Shoe.” 

“Majestic Ranges.” 

Pears Soap.” 

“The Ostermoor Mattress.” 

“Gold Medal Flour.” 

“The Rock Island System.” 

“Pearline.” 


Twenty-five subjects remember- 


speaker Oats.” 
“Majestic Ranges.” 

“Pears Soap.” 

“Gold Medal Flour.” 

“The Rock Island System.” 

To note these ads in connection 
with the table of results should 
prove a valuable object lesson to 
any magazine advertiser. 

It might be possible that the ad 
which was remembered by the 
fewest number of people would 
bring the largest returns, still, it 
should be one of the primal aims 
of every advertiser to bore a 
permanent hole into the memory 
of every reader. 


To design an advertisement that will 
attract ?ttention is much—to write an 
advertisement that will convince is more. 
—White’s Sayings. 
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On September First 
We Declined Business 


For the issue of Tue Saturpay 
Eveninc Post of September 
1gth, although we had added 
18 extra columns of adverti- 
sing,—a total of 82 columns 
in that issue alone. 


THE CuRTIS PUBLISHING COMPANY 


P. S.—The pressure upon the four 
November issues of THE Post prom- 
ises to be unprecedented. 
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WANT AD AGENCIES OF 
NEW YORK. 


The fact that some of the New 
York agencies handling want ads 
exclusively make $10,000 a year 
and upward in commissions is not 
considered remarkable by those 
who know this field. Said the 
manager of classified advertising 
for an evening paper: 

“There are perhaps a half-dozen 
agencies in the city that pass the 
$10,000 mark every year. The Al- 
len Agency, 617 Sixth avenue; the 
American Agency, 53 West Twen- 
ty-fourth street, and the L. J. 
Finch Agency, 1364 Broadway, are 
perhaps the three foremost. They 
also handle amusement advertis- 
ing, but tae bulk of the business is 
classified want ads. The Finch 
Agency has seven branch offices in 
different parts of town. The 
American Agency recently  se- 
cured W. C. Freeman, advertising 
manager of the Journal, who 
was drawing a salary of $15,- 
ooo. With him went three $5,- 
ooo men. It is hoped that they 
will be able to secure for this 
concern some good accounts among 
general advertisers. I do not know 
what their present salaries are, 
but judge that they are high. So 
far the agency is reputed to have 
but two general advertising ac- 
counts, and the money that is paid 
Mr. Freeman and his associates 
must come out of display adver- 
tising. F. Getzler, wno conducts 
a classified agency at 198 East 
Fifty-eighth street, left a $10,000 
position with the World to take 
up this business. E. J. Tamsen, 
who was sheriff under Mayor 
Strong, was satisfied to leave poli- 
tics and begin a classified agency 
at 52 Avenue A. Another impor- 
tant agency is that of G. Deffaa, 
1517 Second-avenue. The Murray 
Hill agency has seven branch of- 
fices. These facts show that classi- 
fied advertising is not so small an 
affair as would appear to an out- 
sider. 

F. B. Lozier & Co., 153 Sixt 
avenue, near tIIth_ street, are 
credited by Dame Rumor with 
having made $16,000 in a single 
year in this field. The manager 
informed a PRINTERS’ INK report- 
er that this was an exaggeration, 
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but said that the business had 
been built up to very respectable 
proportions in the past five years, 
This is one of the oldest agencies 
in the city, dating from 1883. 
“Ten years ago there was not 
so much business of this kind, but 
the commissions were higher and 
there was less rivalry, so that we 
really made as much money. Now- 
adays agents bid sharply for busi- 
ness of real estate firms and other 
heavy users of the classified col- 


umns, splitting commissions with 
them, and profits are often very 
small. Yes, we solicit business in 


this field—we’d get little enough 
if we were satisfied with what 
came into the office. For ex- 
ample, our solicitors go through 
the factories in this neighborhood 
every day, collecting want ads 
from employers. We solicit real 
estate, amusements, hotels and 
every other source of classified 
publicity. It is even possible to 
solicit the man or woman who in- 
serts a single ad for a position, 
as we keep their names and ad- 
dresses and follow taem up with 
circulars. This has brought good 
results. Our specialty is “Help 
Wanted” advertising. Each classi- 
fied agency has its specialty. Be- 
sides the English dailies we also 
place classified advertising in the 
foreign language papers—German, 
French, ftalian and Jewish. The 
greater portion of foreign lan- 
guage business goes to the Ger- 
man dailies, with the Jewisa papers 
a close second.” 


ILLUSTR: ATED “BU SINESS EX- 
PRESSION. 





GIVING HIM HIs BIT. 
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The 
Horse Shoe 





ps MOINES 


a oMAHA on Mtws g and the 





Four Leaf 








Clover 





When we started THE MINNEAPOLIS DaiLy News, 
August 5, we were not alittle concerned what to do with 
our trademark, “ The Clover Leaf,’’ now the best-known 
newspaper trademark in the world. A five leaf clover is 
a Jonah—thousands of years of human experience has 
proven this beyond a doubt. Finally a friend suggested 
a HORSE SHOE, and the suggestion was quickly 


adopted. 
THE 


Minneapolis Daily News 


is the baby of the “Good Luck” newspaper family. It 
comes of good stock and is a sprightly little fellow. 
Minneapolis has a salubrious climate and it is already 
showing a liveliness that is astonishing. It don’t mind 
a bit telling the truth about itself, either ; this trait runs 
in the family. 


Average Daily Circulation for August, 1903: 


6,384 


NoTE.—We have more than 300,000 lines of foreign advertising 
already on our books, for which we thank many friends who take an 
interest in ‘‘ The Good Luck Papers.” 


FOREIGN ADVERTISING DEPARTMENT: 


B. D. BUTLER, Manager, 


705 Boyce Building, Chicago. 52 Tribune Building, N. Y. 
Tel. 481 Central. Tel. 2807 John. 
CHAS. D. BERTOLET. JAS. F. ANTISDEL. 























TOUCHING ON FOREIGN 
CIRCULATIONS. 


The summary of “American Pa- 
pers Observed Abroad” by L. Lo- 
dian, the world-girdler, published 
in Printers’ INK August 26, pro- 


duced two protests: 
AMERICAN DrvuccIst, 
62-68 West Broadway, 
New York, Aug. 27, 1903. 
Editor of Printers’ INK: 

r. Lodian, your Russian correspond- 
ent, states with reference to drug jour- 
nals that the Druggists’ Circular leads 
in foreign countries, followed, as he 
admits, "3. the American Druggist and 
others. his is a mistake, and your 
precaution with regard to Mr. Lodian’s 
summary was well taken, because the 
Druggists’ Circular does not lead 
abroad. The American Druggist has by 
far the largest foreign circulation of 
any drug journal, either in America or 

urope—see the inclosed mailing sched- 
ule showing the countries where it 
regularl a The wholesale and 
retail trade in all parts of the 
world “4 , Pe covered by us, and, in 
addition, we have been for more than 
two years past conducting a direct cor- 
respondence with the trade wherever 
conditions are favorable for the sale 
of American products. The American 
Druggist not only circulates extensively 
wherever druggists may be found, but 
it is printed in both English and Span- 
ish—text matter and advertisements 
alike—thus meeting the requirements of 
our many readers in Spanish-speaking 
countries. No other similar trade jour- 
nal in the world has ever undertaken to 
conduct a campaign so extensive and 
so expensive as the American Druggtst 
is doing for its advertisers, and because 
of what we are doing in this direction 
we feel that you should know about it. 
Trusting that when the opportunity pre- 
sents itself you will correct the state- 
ment of your correspondent, we are, 

Yours very truly, 

American Drvuccist PusBLisHi1neG Co., 

L. Pierce, Mgr. Foreign Dept. 

The American Druggist is pub- 
lished semi-monthly, the first is- 
sue of each month being printed 
in Spanish and the second in Eng- 
lish. According to the foreign 
mailing schedule accompanying 
the above communication, both of 
these editions are mailed exten- 
sively to South American coun- 
tries, the West Indies, India, the 
Dutch East Indies, Egypt, Austra- 
lasia, Mexico, Hawaii, the Philip- 
pines, South and West Africa, 
Northern Africa, Siam and Java. 
Only three European countries are 
represented—Switzerland, Belgium 
and Italy. The publication has 
correspondents and agents in forty 
towns throughout this territory. 
The American Newspaper Direc- 
tory credits the American Drug- 
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gist with a yG rating, signifying 
that the circulation probably ex- 
ceeds 4,000, but that no recent 
statement has been received from 
the publisher, and that the last rat- 
ing accorded may be higher tian 
a new statement would warrant. 
A Printers’ INK reporter was 
sent to discuss the subject of for- 
eign circulation with one well 
posted on the drug trade and drug 
journals. This informant said: 
“So far as benefit to advertisers is 
concerned no American drug jour- 
nal has a foreign circulation worth 
considering. In English-speaking 
countries the pharmaceutical au- 
thority is the Chemist and Drug- 
gist, of London. No otier jour- 
nal ‘approaches it. Besides dom- 
inating Great Britain it circulates 
extensively in every British colony, 
and wherever there is an English 
druggist. It is the Iron Age of 
the trade. Its circulation in this 
country is not large. Germany has 
some influential drug journals. 
France has fewer, and Spain fewer 
still. These cover their own coun- 
tries and the German, French and 
Spanish Colonies. The American 
Druggist has made a specialty of 
foreign editions, but they go chiefly 
to Spanish-speaking countries, 
where the.medical and pharmaceu- 
tical traditions are wholly French 
and Spanish. I do not believe that 
five per cent of this foreign circu- 
lation is paid, or that any other 
American drug journal ‘nas a for- 
eign circulation outside of sample 
copies. Parke, Davis & Co.’s Bul- 
letin of Pharmacy goes to all the 
firm’s foreign branches, but this 
is purely deadhead circulation. 
The Pharmaceutical Era has some 
paid circulation abroad. But the 
question is one hardly worth dis- 
cussing. Foreign circulation is 
sometimes effective in selling pat- 
ent medicines, on which there is a 
big profit. Advertisers wno make 
sales abroad look upon the busi- 
ness as so much “velvet.” The 
moderate returns to such advertis- 
ers seem to keep these export and 
sample om editions going.” 
MEpIcaL REcorp, 


William Wood & Co., Publishers. 
51 Fifth Avenue, 


New York, Aug. 28, 1903. 
Editor of Printers’ INK: 


Are you quite sure your information 
is correct? 


We -have been there with 
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eyes wide open all over the continent 
and never saw anywhere a copy of the 
Medical News, International Journal, or 
Merck’s Archives. The Medical Rec- 





Of the sanitary p ng — only one will be 
noticed abroad—the Plumbers’ Trade Jour- 
nal. Same with the photographic press— 
represented wy. the ic Times. 
With the medical papers, it is the Medical 
News, the International Journal of Surgery 
and Merck’s Archives (all Manhattan). 











ord is the only medical journal to be 
found in libraries all over Europe, and 
for that matter in the world. 
Sincerely yours, 
Mepicat Recorp, Per W. 


The Medical Record bears a yF 
rating in the American Newspaper 
Directory—exceeding 7,500. To a 
Printers’ INK reporter Mr. Will- 
iam H. S. Wood said: “American 
medical journals do not circulate 
extensively abroad. American and 
English physicians read the Medi- 
cal Record, but only in conjunc- 
tion with their own journals. We 
have some paid circulation all over 
the world, but not enougin to bene- 
fit advertisers. The greatest of the 
English journals is the London 
Lancet. Next comes the Journal 
of the British Medical Associa- 
tion, which, like the Journal of 
the American Medical Association, 
published in Chicago, is the official 
organ of a powerful medical so- 
ciety, run by the society for its 
own information. The American 
association’s journal is immensely 
profitable through good manage- 
ment, and has earned a large sum 
of money which now lies in the 
treasury. I do not know how the 
British journal is managed, but 
editorially it is most influential. 
Germany has many medical jour- 
nals, and they are sold at prices 
so low that no other nation, could 
ever compete with them, even if 
competition were a thing worth 
going into. During tours in South 
America I have never seen Ameri- 
can medical journals. Physicians 
down there read the French and 
Spanish publications, besides some 
of their own. We have gone to 
the expense of canvassing Europe 
for advertising to be published 
here in the Medical Record, but 
found it an unprofitable field of 
endeavor.” 





, THE fake advertising man is about as 
big a business nuisance as bad weather 
and he shows up about as often.— 
White’s Sayings. 





The fact that 
Th 


Chicago Recor-Heal 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619columns, cov- 
ering thesame period, means 
this : That many new adver- 
tisers are giving the prefer- 
ence to THE CHICAGO 
pr tag. tenn over 
other icago newspapers, 
and that the old pt tt 
have found it profitable to 
increase their space in its 
columns. 














Three tests of an 


Advertising Medium : 


The character of its readers 
The extent of its circulation 
The cleanliness of its columns 


Judged by these standards 


Tue Marit anp Express 
New Yorxk 


Stands at the top 


“ One cent buys the best!’ 
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QUALITY AND POPU- 
LATION. 


The smaller the community to be 
covered, the more needful that the 
general advertiser know the cir- 
culation of its newspapers. The 
value of known circulation in- 
creases as population decreases. 
New York, for illustration, has the 
most diversified population of any 
city in the world, ranging from 
extremes of wealth to extremes of 
poverty, embracing immense for- 
eign communities. Newspaper cir- 
culation is highly _ specialized. 
There are fifteen English dailies 
of a general news nature, two 
sporting dailies, six German dail- 
ies, six Hebrew dailies, three Ital- 
ian dailies, two Bohemian, one 
French, one Socialist and fourteen 
daily papers devoted to business, 
finance, stocks, legal news, hotel 
news and special lines of trade. 
Besides tnere are the papers of 
Brooklyn and outlying cities. Each 
of these many papers goes to a 
class more or less important. This 
class can be reached in no other 
way. No single naper can be said 
to cover the whole population— 
perhaps no three perform this feat. 

* * * 

Chicago exhibits the same state 
of affairs in less degree, as do 
Philadelpaia and Boston. Each 
paper in these great centers has a 
special quality, and to know this 
is as necessary as to know circu- 
lation. 





* * * 


But with smaller cities it will be 
found that there is far less differ- 
ence in the quality of circulation. 
In Toledo, Ohio, for example, with 
its 150,000 people, there are four 
English dailies, one German daily, 
a business daily and a legal daily. 
In New York each paper is made 
for a class. In Toledo all the pa- 
pers are made for all tne people. 
The inhabitants of a city of this 
size are not sorted into great for- 
eign quarters, nor is it profitable 
to cater to special tastes. Circula- 
tion depends largely on the quan- 
tity of news presented, upon its 
freshness, reliability and the man- 
ner of presentation. The paper 
that has the largest circulation is 
the best popular newspaper, made 
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for all classes, like as not. There 

are no extremes of wealth or pov- 

erty. Political lines and editorial 

opinions ~s a waning influence, 
* * 

News is oo thing demanded, 
and the paper that serves the most 
and best sells in largest numbers. 
The true basis for determining the 
advertising value of a community’s 
newspapers, therefore—excepting 
the half-dozen largest cities—is the 
actual number of copies printed, 
and presumably read. Tne char- 
acter lines that usually make 
metropolitan papers valuable ir- 
respective of quantity of circula- 
tion are not distinct in smaller 
cities. The average community is 
served with two, three or half a 
dozen dailies of the sort that meet 
all tastes. These are sometimes 
offset by a paper having a com- 
paratively restricted circulation 
among business men, social lead- 


ers and the thinking classes— 
tnose willing to pay twice the 
price for a conservative paper. 


But in many important commun- 
ities such quality dailies are ab- 
sent. In this case its natural cli- 
entele reads the papers that go to 
the masses, and even where the 
quality daily exists its readers are 
usually broad enough to keep in 
touch with other papers. These 
papers are useful to the advertiser 
who appeals only to tne moneyed 
classes. For him whose mission 
is to sell to the great mass of the 
common people, the popular dailies 
in small cities and towns reach 
every kind and condition of read- 
er, and the mediums that will 
bring the best return are, in near- 
ly all cases, those that ‘have the 
largest circulation. 
——~+oo___— 

In displaying his ad the adver- 
tiser ought to take in consideration 
the appearance of the printed page 
where his advertisement is to ap- 
pear. If the other advertisements 
on the page present a dark ap- 
pearance, it would be a good idea 
for the advertiser to have plenty of 
white space in his own ad. The 
idea is to have your ads different 
from other ads on the same page, 
thus using the ads of other ad- 
vertisers as a means of making 
your Owr more prominent. 























CURIOUS PUBLICATIONS. 


Bill Nye considered the diction- 
ary good reading, and said it 
lacked nothing but plot. Simply 
as pure reading matter such a 
work as the American Newspaper 
Directory is not without interest, 
and some of its pages reveal plots 
and counter plots that are very 
tangible. The 21,451 periodicals 
published in the United States 
and Canada cover a field just as 
wide as humanity. The progress 
and backslidings, the strength and 
weaknesses, the enlightenment 
and illiteracy of mankind are all 
faithfully shadowed in _ publica- 
tions. Almost as soon as an idea 
is born in this age of printing, 
whether it be good or bad, healthy 
or diseased, it is embodied in 
some sort of periodical. 

One of the first headings that 
strikes the eye is “Anti-Roman 
Catholic.” The denominational 
literature of the United States em- 
braces some thirty creeds, but the 
religion of the Pope appears to 
be the only one that has aroused 
opposition. Three publications 
are listed under this head—Amer- 
ican Citizen, Boston (weekly), 
Converted Catholic, New York 
(monthly), and Primitive Catho- 
lic, Brooklyn (semi-monthly) 
An examination of the Directory 
for five years past shows that the 
opposition is decreasing, for there 
were more than a dozen publica- 
tions devoted to this cause when 
the American Protective Associ- 
ation movement was at its height. 
The Roman Catholic Church is 
credited with 161 publications, and 
seems to be in little danger of 
extinction. 

Another curious bit of plot ap- 
pears in the “Anti-Prohibition” 
periodicals. Under “Temperance 
and Prohibition” are listed 107 
publications. Evidently this active 
prosecution has made John Bar- 
leycorn turn like the proverbial 
worm, and give expression to his 
side of the question in three week- 
ly journals—Champion of Fair 
Play, Chicago; Both Sides, Min- 
neapolis; Truth, Detroit. Four 
publications are listed under the 
head of “Anti-Saloon.” 
Occultism and theosophy are 
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represented by seven periodicals— 
which is said to be an occult num- 
ber. Chicago has Planets and 
People and Star of the Magi, both 
monthly; Boston, the home of the 
weird, has the Theosophical 
News (weekly), Occultism and 
Oracle (monthly); Toledo issues 
Psychic and Occult Views and 
Reviews (monthly), while in New 
York City is published the Jdeal 
Review (monthly). New Thought 
is said to be a semi-occult form of 
faith, and is represented by five 
periodicals, the New Thought 
Magazine of Chicago (monthly) 
now claiming over 100,000 circula- 
tion. Alchemy ‘nas disappeared 
before the discoveries of modern 
chemistry with its radio-active 
substances, but astrology is rep- 
resented by the Prognostic Star 
Gazer, Boston (monthly). Clair- 
voyance, palmistry and phrenol- 
ogy are credited with five periodi- 
cals. Four are published month- 
ly—Human Nature, San Francis- 
co; Prophetic Messenger, Min- 
neapolis; Popular Astronomy, 
Northfield, Minn.; Phrenological 
Journal and Science of Health, 
New York City. One quarterly is 
also published in Syracuse, N. 
Y.—Universal Religion. With 
one or two exceptions these jour- 
nals get credit for circulations un- 
der 1,000. 

Weather is a subject of uni- 
versal interest, and would seem to 
be entitled to more than three 
journals. These are all monthly. 
Earth and Air is published at 
Rochester, N. Y., Storms and 
Signs at Kingston, Pa., and Prac- 
tical Weather at Montgomery, 
Ala. A periodical devoted to im- 
practical weather might find a pa- 
tronage among those who have 
lived along the Atlantic seaboard 
the past two summers. 

The ancient institution of ma- 
trimony has been transformed 
into a distinct industry, promoted 
by seven monthly journals with 
symbolic names. It seems fitting, 
of course, that Chicago should 
have four of them—The Climax, 
Helping Hand, American Mes- 
senger and Faithful Messenger. 
Boston rejoices. in a publication 
called Wedding Bells. Happy 
Hearts is issued at Sheffield, Ala., 
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and in Stoughton, Mass., is pub- 
lished a matrimonial journal 
called the Messenger. Directly 
above this subject in the index 
appears the heading “Matches,” 
which has also a distinctly matri- 
monial ‘flavor. Reference is not 
to the kind made in heaven, how- 
ever, but to matches of the lucifer 
sort. This industry is treated by 
a single journal—the Wooden and 


Willow Ware Trade Review, New 
York City. 
The subjects of undertaking, 


embalming, cemeteries and crema- 
tion are treated in seven monthly 
journals. in Chicago are pub- 
lished Park and Cemetery, West- 
ern Undertaker and the Embalm- 
ers’ Monthly. The Sunflower 
Undertaker appears at Topeka, 
Kan.; the Casket, Rochester, N. 
Y.; Sunnyside, New York city; 
Canadian Furniture and Uphol- 
stery Journal and Undertakers’ 
Gazette, Toronto. 

Fifteen fraternal societies are 
each credited with from three to 


several dozen publications, while 
many more are ranged under 
“Miscellaneous Societies.” Some 


of these organizations have queer 
names and queer journals. 
Knights of the Globe is published 
at Freeport, Ill., every month by 
a society of that name. At Bai- 
timore appears the J. O. H. Ad- 
vocate, which is the official organ 
of the Improved Order of Hep- 
tasophs. “Hepta” is Greek for 
seven, “sophos” means wise, so 
the organization is evidently an 
improvement on the’ Seven Wise 
Men of the East. At Crawfords- 
ville, Ind., the home of Lew Wal- 
lace, is published the Chariot, 
representing the Tribe of Ben 
Hur. Minneapolis has a monthly 
entitled the Sons and Daughters 
of Justice; Boston has the Pil- 
grim, a monthly representing the 
Order of Pilgrim Fathers; the 
Lion’s Mouth, published at Port- 
land, Ore., represents the Inde- 
pendent Order of Lions; the 
United Ancient Order of Druids 
finds expression in two month- 
lies—the Druid, Winona, Minn., 
and Druid’s Magazine, San Fran- 
cisco. 

Dogs are represented by Dog- 
dom and the Dog Fancier, Battle 
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Creek, Mich.; Man’s Best Friend, 
New York City, and the Canadian 
Kennel Gazette, Toronto. Cats 
are treated in a single paper, the 
Cat Journal, published monthly 
at Palmyra, N. Y. This for That, 
a Chicago monthly, is a medium 
of exchange for owners of dogs, 
pets and live stock. Pet animals 
and birds are treated in Pet Stock 
News, Cnicago, and Pets and Ani- 
mals, Springfield, Ohio. Our 
Dumb Animals is a monthly pub- 
lished by the Society for tine Pre- 
vention of Cruelty to Animals, 
Boston, while a somewhat similar 
publication is the Plant World, 
Washington, D. C., monthly organ 
of the Wild Flower Preservation 
Society of America. 

Stamp collectors have fifteen 
journals, coin collectors have 
three. Oriental antiques and ar- 
chology are treated in the Amer- 
ican Antiquarian, Chicago, and 
Biblia, Meriden, Conn. Taxidermy 
and ornithology have five jour- 
nals—Osprey, Washington, D. C.; 
Birds and Nature, Chicago; Bird 
Lore, Englewood, N. J.; the Auk, 
New York City; Journal of Maine 
Ornithological Society, Fairfield, 
Me. The science of collecting 
and preserving birds’ eggs has one 
ii Oologist, Albion, 


There is one class of periodicals 
whose publishers must have dif- 
ficulty in keeping track of sub- 
scribers, even though they pay in 
advance. These are the papers 
devoted to agents, street fakirs, 
followers of fairs, expositions 
and conventions. This  peripa- 
tetic public is served by four 
papers that give advance infor- 
mation concerning large meetings 
and events—Russell’s Convention 
Dates, Newark, N. J.; Billboard, 
Cincinnati; Jnformant, New York 
City; World’s Fair Bulletin, St. 
Louis. Six publications are listed 
under “Agents”—Agents’ Guide, 
Wilmington, Del.: Schemer, Alli- 
ance, Ohio; Buckeye, Lancaster, 
Ohio; Progressive Agent, Phila- 
delphia, National Agents’ Herald, 
Chicago; Sun, Philadelphia. 

Publications devoted to history, 
biograpny and genealogy are usu- 
ally leisurely, appearing every 
three months as a rule. For those 


























interested in the cultivation of 
family trees it would probably be 
well to begin with the Mayflower 
Descendant, published quarterly 
at Boston. Another quarterly 
published at the Hub is the New 
England Historical and Genealog- 
ical Register, while still others 
are the Genealogical Advertiser, 
Cambridge, Mass.; Genealogical 
Quarterly, Salem, Mass.; Knox 
County Historical and Genealog- 
ical Magazine, Rockland, Me., 
and “Old Northwest” Genealog- 
ical Quarterly, Columbus, Ohio. 
The history of the Confederate 
States is treated in a monthly 
called the Lost Cause, published 
at Louisville, Ky. Revolutionary 
history has an exponent in the 
Spirit of ’76, issued in New York 
City. Both State and national 
history are discussed in fifteen 
publications, issued chiefly by col- 
leges and historical societies. 
Leaves of Healing is a week- 
ly published by John Alexander 
Dowie at Chicago, in the interest 
of his Zion Church. The Fire- 
brand is not an anarchist organ, 
but an undenominational religious 
monthly published at Shenan- 


doah, Ia. Free thought is repre- 
sented by twenty publications. 
Nineteen weekly and monthly 
journals, scattered through the 


whole country, are devoted to the 
deaf, dumb and blind. With all 
the American reputation for hu- 
mor, only three publications are 
classed as humorous—Life, Judge 
and Puck. But a single publica- 
tion is devoted to the subject of 
dancing—the Two-Step, Buffalo. 
Vegetarianism is represented by 
the Vegetarian Magazine, Chi- 
cago. Auctioneers have but a 
single journal—the National Auc- 
tioneer, Chicago. Seventeen pub- 
lications are issued for detectives, 
policemen and firemen. Among 
the less conspicuous foreign lan- 
guage papers are one Arabic, two 
Armenian, five Chinese, three 
Croatian, eight Finnish, two Gae- 
lic, two modern Greek, four 
Hungarian, three Icelandic, two 
monthly journals in a dialect of 
the Nebraska Indians, two Japan- 
ese, five Lithuanian, five Portu- 
guese, two Russian; one Servian, 
ten Slavonic, two Slovenian and 
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four Welsh. There is also a 
monthly in Boston—the Clessical 
Review—printed in classic Latin 
and Greek. 

Few of these curious journals 
have large circulations, and witha 
the exception, perhaps, of a few 
odd trade journals, none of them 
are valuable as advertising me- 
diums save to a certain restricted 
clientele that is all their own. Con- 
fined to the followers of a hobby, 
the members of a small political 
or religious sect, or men in re- 
stricted lines of trade, their ad- 
vertising patronage—in some cases 
quite profitable—comes from those 
doing business in their peculiar 
field. Practically all who read 
them may be reacaed through the 
newspaper press and general 
magazines, so to the general ad- 
vertisers they are merely curious 


publications. 
————_<+o>—__—_—_ 
“But,” persisted the St. Louis ,Wo- 


man who had the shopping habit, “the 
firm declares in its advertisement that 
it only asks a fair price for its goods.” 
‘Exactly,” replie her husband, _ by 
which it means a ‘World’s Fair’ price. 
—Philadelphia Catholic Standard and 


Times. 
—_——_or———— 


PUBLISHER 


If given the opportunity todo so, and The 
Journal Company fails to prove that the 
PAID CITY CIRCULATION ALONE 
of THe MiLwaukgE JourRNAL is larger 
than is the TOTAL PAID CIRCULA- 
TION of either of the two other evening 
papers, and that the TOTAL PAID CIR- 
CULATION 43 oy 4 aT is larger 
than is THE DDED TOTAL 
PAID CIRCULATIONS, The Journal 
cone ny will make ABSOLUTELY NO 
CHARGE for any advertising obtained 
by such representation—So when an 


ADVERTISER 


buys space in Tok Mi_wauker JouRNAL 
he + ~ not only more paid circulation 
than he can possibly buy in any. other 
single dail in the 
State of Wisconsin, but he buys more cir- 
culation at less cost than he would obtain 
did he employ both of the other evening 
dailies, 


STEPHEN B. SMITH, 
Tribune Building, New York. 
C. D. BERTOLET, 

Boyce Building, Chicago, 
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SOME NEW COPY FOR 
. “FORCE.” 


“Sunny Jim” and ‘nis family are 
to retire from the center of the 
stage this winter, and the “Force” 
comedy will change to serious 
drama. The new cast when com- 
plete will stand about thus: 

Sunny Jim........ Replaced by 3 a mega 

Mrs. Sunny Jim... Nitrogen 

Mother-in-Law.... ” ** Carbohydrates 

Sunny Jim, Jr..... “i ** Gluten 

cst pan “ ie and 
Jim Dextrin 

Variety is the spice of continu- 
ous advertising. A commodity 
like “Force” needs a new suit of 
ideas about once a year. Some 
weeks ago the Force Food Co. 
offered a large reward for the 
conviction of the parties who set 
in circulation a rumor that the 





Fore she om 
tal quality which 


converts thought ime 











J Broiné Brawn ' 





food contained harmful drugs, and 
the Little Schoolmaster ventured 
the opinion that, while “Force” 
had been made known all over 
the country in a short period by 
distinctive advertising, there was 
still room to enlarge upon its 
real qualities as a food. Every- 
body knows that it will build up 
brain and muscle, but nobody 
knows how the trick is done. 
This new copy goes into the sci- 
ence. of digestion and _ nutrition, 
and seems to cover points of ex- 
cellence in the commodity that 
have heretofore been neglected. 
“Sunny Jim” has been retained as 
a sort of trademark in all the ads, 
however, and here arises the old 
question whether humor really 
advertises in a way that sells 
goods. Perhaps tne present copy 
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would have sold large quantities 
of “Force” had it been used in 
the first place, but it would hardly 
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have made “Force” a byword, and 
put “Sunny Jim” into the mouths 
of a whole nation. As a sequel 
to the advertising that has gone 
before, it may bring better results 
than either style could nave done 
alone. These be interesting ques- 
tions, and they can only be solved 
by tabulated results—even then in 
but a vague way. 

The new copy varies in ideas 
and size. The specimens repro- 
duced are three columns wide in 
the original and ninety-six agate 
lines deep. The “Men of Force” 
idea is worked out in a dozen ads, 

















while other themes have been used 
for smaller displays. | Scientific 
argument dominates the entire 
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campaign, however. The brain- 
building qualities of the food 
have been emphasized by por- 


traits of forceful men, while the 
muscle-making properties are por- 
trayed by athletic subjects. The 
ideas, designs and writing are the 
work of John E. Kennedy, who 
took charge of the “Force” and 
“Presto” publicity last spring. 
New copy along the same lines 
has been prepared for the latter 
commodity, replacing the wooden 
and uninteresting “Presto fam- 
ily.” Some of this has already ap- 
peared in the papers. Drawings 
and type display are the joint 
work of the Ben B. Hampton 
Agency, New York, and the Ox- 
ford Print, Boston. 

Sampling has also been adopted 
as a medium in_ advertising 
“Force.” Crews of distributors 
go from town to town, and while 
at work in the residence districts 
are dressed like “Sunny Jim,” in 
the familiar red coat, white trous- 
ers, pigtail wig and white “plug” 
hat. The sample packages are 
large—nearly half the size of the 
fifteen-cent carton—and the inva- 


, 

















sion of a city by two or three 
dozen fac similes of the famous 
figure produces far-reaching com- 
ment. 

There is no getting away from 
the fact that “Sunny Jim” is the 
most attractive advertising char- 
acter that ever came before the 


public. He wins his way in all 
communities. His success. in 
England has been even more 


marked than in the United States. 
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Originally a good thing, his pro- 
moters have had acumen enough 
to push him along. The idea has 

















been worked out in varied ways, 
keeping tne interest alive. The 
characters of “Spotless Town” 
had as many of the elements of 
popularity, but after the first 
series of cards had been put out 
they were permitted to become 
stale, and have now degenerated 
into an eyesore. Other advertis- 
ing characters have embodied ele- 
ments of popularity in less de- 
gree, and could have been raised 
into prominence by clever hand- 
ling. “Sunny Jim” alone has been 
manipulated in ways that main- 
tain interest, and whatever ques- 
tion there may be as to his real 
advertising value, it must be ad- 
mitted that there is material for 
study in his rise and progress. 
—+or—__——_ 

YOU SEE, IT’S LIKE THIS— 

The successful writer of advertisin 
has a keen sense of the philosophy o 
human nature. He knows what incon- 
veniences and discomforts exist in every- 
day life. He knows the personal am- 
bitions, the housekeeping ambitions, of 
people. Then he tells just how the 
various kinds of merchandise may meet 
the perhaps unvoiced wishes of the 
reader. 

The consumer is glad to receive the 
suggestion which betters his condition; 
and industry is stimulated by increased 
demand.—Penman’s Art Journal. 


——_ + 

SPEAKING of bad falls,” remarked 
Joggers, “I fell out of a window once 
and the sensation was terrible. During 
my transit through tne air I really be- 
lieve I thought of every mean act I 
ever committed in my life.” 

“H’m!” growled Jiggers. 
ave fallen an awful 


h “You must 
St. Louis Star. 


ong distance.””— 
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A Good Word for a Good Ching 


I want.to put in a good word for the Little 
Schoolmaster. And that isn’t at all hard to do, 
since hardly anything but good can be said about it. 

* * * 





Printers’ Ink is, I think, pre-eminently the 
best publication in existence devoted solely and ex- 
clusively to the interests of advertisers and the art 
of advertising. Business men should read it, because 
it is chock full of little hints for the betterment and 
advancement of all lines of business. Young men 
and women who take an interest in advertising and 
wish to become proficient in the construction of ad- 
vertisements should read it, because every issue con- 
tains articles from the pens of practical advertising 
men—men who are earning their living by promot- 
ing intelligent publicity. 

* * * 


Some of the contributors to its columns are 
men holding high-salaried positions as adwriters and 
admanagers and who have actual, practical experi- 
ence. The comments on current advertising—the 
criticisms of the faulty and the praise of the good— 
are in themselves valuable from an educational 
standpoint, for they are written by men whose years 
of experience peculiarly fit them to be critics. Then, 
too, it is, above all else, authoritative upon the 
topics with which it deals. 

* * * 


A course in a school of advertising may be all 
right from a theoretical standpoint, but the adwriter 
of to-day has to know more than how to tell the 
point of type, how to give instructions to the printer 
or how to correct a proof. He has got to be familiar 
with what is going on in the advertising world— 
what the “big fellows” are doing and how they are 
doing it. : 
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PrinTERS’ Ink will keep them posted. It will 
tell them just what is transpiring in the field of 
publicity; it will bring into their hands information 
gathered from all quarters of the globe on the sub- 
ject in which they are interested. Many of the men 
holding responsible positions as advertising men 
to-day gained their first knowledge of the subject 
from reading the Little Schoolmaster (for so it is 
called by some of its admirers), and they are still 


reading it. 
* * * 


At a cost of ten cents per copy, the reader can 
obtain a weekly lesson in publicity—a lesson 
founded on actual facts and practical principles. 
The business man, in glancing through its pages, 
may find an idea that will be worth to him many 
times the cost of subscription. The student of ad- 
vertising, blindly groping his way along strange 
paths, finds in it a beacon-light of hope and encour- 
agement and instruction. 

I have been a reader of Printers’ Ink for only 
about nine months, but in that time I have gleaned 
from its pages a practical education that no school 
of advertising on earth could impart in a printed set 
of instruction papers. 

So here’s success and a long life to the Little 
Schoolmaster—and may the list of its followers and 
admirers ever grow ! 

JEROME P, FLEISHMAN, 
Baltimore, Md. 


NOTE—Between now and De- 
cember 31, 1903, Printers Ink may 
be had for a whole year by any one 
sending THREE DOLLARS, cash, 
check, or money order. The offer is 
good only for the time stated and NO 


LONGER. 
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PRINTERS’ INK. 


ROLL OF HONOR PRIZE COMPETITION, 





In April, 1903, Printers’ INK 
inaugurated a new department 
called “A Roll of Honor.” It is 
published weekly in preferred po- 
sition and contains the names of 
publications whica furnish to the 
American Newspaper Directory a 
detailed circulation statement, duly 
signed and dated, so that advertis- 
ers may know ‘by weight and meas- 
ure what they buy when they place 
a contract with the paper. Those 
publishers who are entitled to a 
place in a “Roll of Honor” are 
the ones who believe in ‘honest 
dealing, who believe that cold, 
hard business shrewdness does not 
exclude the highest ethics in deal- 
ing with their fellow-men: Hon- 
esty. 

* * 


The Roll of Honor has such 
virtues, and such advantages for 
those who are entitled to a place 
in it, that it received from the start 
an unanimous indorsement from 
publishers, advertisers and special 
representatives. i 

* 


The “Roll of Honor” is a 
clfoice service for those who are 
entitled to it by reason of its al- 
most nominal expense. Another 
advantage is the fact that a pub- 
lisher entitled to a place in it may 
state for a month or a quarter just 
past how much his circulation ‘has 
gained during such a_ period. 

The specific conditions under 
which this may be done are simple 
and easy to comply with, viz.: 

Any publisher who is entitled to an 
announcement under the caption “A 
Roll of Honor” and desires to state 
therein what his average circulation for 
a month or quarter just passed has been, 
may do oe he hands in a state- 
ment in detail, propery signed and 
dated, covering the period, and made in 
accordance with the rules of the Amer- 
ican Newspaper Directory. Such _addi- 
tion to appear in italics, immediately 
following the Directory page reference 
number. Additional space occupied to 
be paid for at the regular rates, twenty 
cents per line. 

EXAMPLE: 
PENNSYLVANIA. 

Philadelphia, The Evening Bulletin, D. ex. 8. 
Ave for 1902, sworn, 180,489 (864). C. 
net paid. Average for first ‘our months of 1903, 


“tn Philadelphia Nearly B 
n ag ia Nearly Everybody Reads the 
York, Dispatch, daily. Dispatch Publishing 
Co. Ave for 1902, A 
March, Teme. , %, 801 (93), verage for 


This feature of the “Roll of 
Honor” does particularly appeal to 
prosperous and progressive pub- 
lishers because they could not pos- 
sibly acquainf advertisers wita 
these facts in any other way for 
the same expenditure of money, 
nor could they reach, without much 
clerical labor, such a large and: de- 
sirable number of advertisers every 
week in the year. Change of copy 
is always free of charge. 

These are some of the advan- 
tages, but there are many others, 
And to bring such conspicuously 
to the front, the following prize 
competition will open on July 29, 
1903, to all readers of the Little 
Schoolmaster : 

$100 will be paid for thearticle 
which is deemed the best in set. 
ting forth why every publisher 
entitled toa place in the ** Roll 


of Honor” should make use of 
the service, 


$50 will be paid for the second 
best article wanted as above. 


$25 will be paid for the third 
best article wanted as above. 


RULES WHICH GOVERN THE CONTEST. 

(1) The article must clearly set forth 
the terms of the “Roll of Honor” as 
described in that heading of the first page 
of the “Roll of Honor” published in 
every weekly issue of PRINTERS’ INK. 


(2) It must give sane reasons why the “‘ Roll 
of Honor’’ is a help to those papers entitled 
to a place in it, 

(3) The author of an article so writ- 
ten must have it published in some sort 
of a publication, either in a display ad- 
vertisement, or as an essay. 


(4) The space occupied by such an 
article must be equivalent to not less 
than five dollars’ worth of space in the 
publication in which it appeared. 


(5) A marked copy of the paper in 
which the article appeared must be mail- 
ed to the editor of Printers’ INK and 
also a clipping of the same must be sent 
under sealed fetter postage marked “Roll 
of Honor Contest,” care editor of 
PRINTERS’ INK. 


(6). As an acknowledgment and a 
partial payment of such service, every 
contestant will receive a coupon good 
for a cash payment to one year’s sub- 
scription to Printers’ INK, 


(7) Every week the editor of Prrnt- 
rrs’ INK will carefully weigh the merits 
of each contribution so received and 
choose from that number the one deem- 
ed the best submitted in that particular 
week. patently 

(8) The article so chosen every week 
will be published in PRINTERS® InK, 
together with | pote of its author 
and the name and date of the i 
which it hed insertion. — 
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(9) As a further recognition of such 
an article an additional coupon as de 
scribed under rule No. 6 will be sent 
to the weekly prize winner and another 
coupon of the same class to the adver- 
tising manager of the paper in which the 
article appeared. a el 

(ro) After the competition has pro- 
gressed what is deemed a far enough 
period—at any rate not later than De- 
cember 9, 1903—it will be closed and 
among the whole number of the weekly 
prize awards the best three will be 
chosen and cash prizes awarded as al- 
ready stated above, viz.: $100 for the 
best article, $50 for the second best ar- 
ticle, $25 for the third best article. 


(11) Piattiene pevereite of the three 
prize winners will also be published in 
the final account of this contest. 


(12) This contest is open to every- 
body. There is no limit, to the number 
of articles one may submit as above stat- 
ed and no bar to the publications in 
which they are to be inserted. 


Every young man and woman 
interested in advertisi should 
take part,and among the staffs 
of the papers already members 
of the **Roll of Honor” there 
are probably many bright youn 
fellows who can write an excel- 
fent article and one that ma 
land one or two of the cas 
prizes to be paid about Christ- 
mas time. Strict complHance 
with these rules must be observ- 
ed, otherwise entries may fall of 
recognition, 

An opportunity is hereby offered 
to bright men to obtain an amount 
and quality of publicity which 
money could not be easily made 
to buy. ; ; 

Amateur adsmiths will not fail 
to note that the prize competition 
offers a rare opportunity to have 
tneir successful work passed 
upon, not only by the Little 
Schoolmaster in the Art of Ad- 
vertising, ‘but by all his pupils ev- 
erywhere, and the class includes 
the successful advertisers of the 
civilized world. 

Mere wordings and fine writing 
may have much less show than the 
rugged, ‘nomely expression of the 
less literary talent. What is want- 
ing are true, strong, virile state- 
ments of facts. The principal fact 
to be emphasized is why a publish- 
er whose paper is entitled to a 
place in the “Roll of Honor” 
should enlist in it and what the 
business and moral advantages are 
to bring the fact before the adver- 
tisers of the country through 
Printers’ INK. ’ 

For further information, if de- 
sired, address Editor of PriNTERs’ 
InK, 10 Spruce street, New York. 


OPINIONS. 


The new department, a “Roll of 
Honor,” appeals to me strongly. If 
utilized ge as have no doubt 
it will be by all publications of “‘veri- 
fied circulation,” it will be an added in- 
centive to publications of unknown cir- 
culation to uncover.—W. J. Murphy, 
Pub. Minneapolis Daily, Sunday and 
Farmers’ Tribune, Minneapolis. 





“At the outset I recognized in the 
“Roll of Honor” a form of advertising 
that is not only inexpensive, but pecu- 
liarly effective for the papers that I rep- 
resent, while its value to advertisers is 
beyond question. Realizing its help in 
the work of a special agent, I immediate- 
ly wrote to all papers on my list urging 
the publishers to secure representation. 
As a result fifteen of them have made 
contracts.”"—E. Katz, Special Agent, 
New York City. 


Mr. M. Lee_ Starke, who has offices 
in both New York and Chicago, ana 
whose present list consists of the Wash- 
ington Star, Baltimore News, Newark 
News, Indianapolis News, Montreal 
Star and Minneapolis Journal, said to a 
representative of the Little Schoolmast- 
er: “The advertiser who will use a pa- 
per that does not reveal its circulation 
is not wise. In my opinion the ‘Roll 
of Honor’ will very quickly become the 
handiest and most useful reference list 
for the average advertiser Three of my 
papers are already enrolled, and I have 
urged the other three to secure repre- 
sentation.” 


__“We think so much of it here that 
if our papers were not willing to pay 
for space in the ‘Roll of Honor’ we 
would be glad to pay for it ourselves,” 
said Samuel E. Leith, of Leith & Stuart, 
150 Nassau street. “Our ublishers 
have been keen to see its value, how- 
ever. Three are already enrolled. Three 
others who sent statements too late for 
insertion in this year’s Directory find 
it a hardship to be excluded until next 
year.” Mr. W. C. Stuart of the same 
agency said: “It is the first list of the 
kind made up with good stable judg- 
ment back of it. Other advertising pub- 
lications have established similar de- 
partments, but the lists were of no prac- 
tical value. The idea of a ‘Roll of 
Honor,’ with the prestige of the American 
Newspaper Directory, which is unquestioned 
as an authority on circulation, will make it the 
standard guide for advertisers.”’ 


Henry Bright, of Bright & Verree, 
representing a list of twelve papers in 
both New Fork and Chicago, favors the 
“Roll of Honor.” “Four of my papers 
are now enrolled. The department cov- 
ers several points of quality not covered 
by the American Newspaper Directory, 
but its chief usefulness is the opportuni- 
ty it accords honest publishers of stat- 
ing a growing circulation. The provr 
sion in the ‘Roll of Honor’ permitting 
a publisher with a figure rating to make 
a new statement for a quarter or montn 
just passed enables him to present his 
circulation to date. One of my papers 
has come to the front very rapidly the 
past year, and naturally derives great 
benefit from this provision.” 
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ROLL OF HONOR PRIZE 
COMPETITION. 


EIGHTH WEEK. 


In response to the contest an- 
nounced on the preceding pages 
three articles were received in 
time for report in this issue of 
Printers’ INK. Of these, the one 
reprinted below was deemed the 
best. It was written by J. Wallis, 
5% Dresden Row, Halifax, N. S., 
and it appeared in the Halifax, N. 
S., Herald of August 29, 1903. In 
accordance with the rules which 
govern this contest, a coupon en- 
titling the holder to a paid-in-ad- 
vance subscription to PRINTERS’ 
INK, good for one year from date 
of presentation, was sent to Mr. 
Wallis when the marked copy of 
the paper was received. Two ad- 
ditional coupons, one to Mr. Wal- 
lis and one to the advertising man- 
ager of the Herald, were sent in 
accordance with the terms of the 
competition, after the cnoice for 
the week had been made. Mr. 
Wallis’ effort will now be placed 
on file and it will have further con- 
sideration when the time for 
awarding the cash prizes arrives. 
The article as it appeared in the 
Herald follows here: 


ALIFAX HERALD 
ON HONOR ROLL. 


Nova Scotia’s Leading News- 
paper Has Secured Place 
in Coveted Position. 


In how many newspaper offices could 
an advertiser get a satisfactory answer 
to the question, “What is your exact 
circulation?” Very few! Speaking for 
the maritime provinces, there are prob- 
ably not half-a-dozen where such figures 
would be given. 

This matter of circulation figures has 
been the bugbear of newspaperdom al- 
most since the beginning. This fact has 
been acknowledged, not only by the 
advertisers, but by the technical journals 
of the publishing and advertising pro- 
fessions, which have constantly urged 
upon the publishers the great importance 
of making their exact circulation known, 
not only for the advertisers’, but for 
their own sakes. 

Probably no single organ has ever 
carried on such a fight for this as has 
Printers’ INK, the Little Schoolmaster 
on advertising, published at 10 Spruce 
street, New Fork. perhaps the greatest 
authority on that subject in the world. 
Within the last few weeks they have 


PRINTERS’ INK. 


started a “Roll of Honor” department, 
which is open to all “publishers who, 
according to the 1903 issue of the Amer- 


ican Newspaper Directory, have sub- 
mitted for that edition of the Direc- 
tory a detailed circulation statement, 
jay signed and dated.” PRINTERs’ 


INK takes the stand—and rightly, too 
that the publishers who make such state- 
ments are those who believe that an 
advertiser has a right to know what 
he pays his hard cash for. In starting 
this department Printers’ INK is taking 
a step which will be of incalculable 
benefit to both the publisher and the 
advertiser. To the latter because it 
will enable him, at a glance, to tell the 
exact circulation of the most desirable 
mediums in the country; and to the 
former, because for the mere nominal 
rate of twenty dollars and eighty cents 
for fifty-two issues he places an ad- 
vertisement before the very large class 
of pupils the Little Schoolmaster has 
under its care, and he also has the com- 
forting knowledge that he is in the 
class of the honest publishers—those 
who are not ashamed of their paper, 
and who are eager to take the oppor- 
tunity of letting their advertisers know 
exactly what they are paying for. 

So far, in Canada, only seven papers 
have been found honest enough and 
willing enough to be enrolled upon this 
Roll of Honor. Of this number two 
are in British Columbia, one in Mani- 
toba, two in Ontario, one in Quebec and 
one in Nova Scotia. It is, perhaps, al- 
most needless to say that the latter pa- 
per is the Halifax Herald, with the 
Evening Mail and the Homestead. The 
American Newspaper Directory for 1903 
gives these papers an average circula- 
tion for 1902 of 12,381. This is the 
largest circulation accorded to any news- 
paper in Nova Scotia. 

Money cannot buy space in the Roll 
of Honor for the publisher who, when 
asked what his circulation is, will say, 
“It is the largest in the county,” or 
“It is about ——. He must be able 
to tell his average circulation down to 
a unit, and be ready to sign the state- 
ment in the manner prescribed by the 
American Newspaper Directory, which 
is issued by the publishers of Printers’ 
INK, and is the leading work of its kind 
anywhere. Any “circulation liar” look- 
ing for employment would be wasting 
his time and energies in applying to the 
papers which are on the Roll of Honor; 
they have no use for him, when such 
publications as Printers’ INK and the 
American Newspaper Directory are so 
ready and willing to give publicity to 
their exact eeediuden figures in such 
a way that “he who runs may read.” 

The present-day advertiser should 
make special efforts to see that the pa- 
pers on the Roll of Honor are the first 
to secure his patronage. Then if the 
leading advertisers should unite in mak- 
ing a demand to those outside the fold, 
that their patronage would be with- 
drawn unless they took steps to qualify 
for the honored position, it would not 
be long before it would be possible to 
obtain the correct circulation statements 
of almost every paper, certainly of every 
aper of importance, in the United States 
and Canada. Then both advertiser and 
publisher would be better satisfied with 
each other. 


” 
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(A Roll of Honor ) 





Norg.—Advertisements under this caption are accepted from publishers who, 
qocording to the 1908 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated. 

These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The black figures denote the average issue for the year indicated. The light-faced 
number in brackets denotes the page in the American Newspaper Directory which con- 
tains the details of the publication's senate. No amount of money can purchase a place 


in this list for a paper not entitled to it. 


Advertisements under this caption will also be accepted from publications to which the 
American Newspaper Directory accords the sign (© ©), the so-called gold marks, denoting 


superior excellence in quality of circulation. 


g2 Announcements under this classifica- 


‘ian, if entitled as above, cost 20 cents per line under a YEARLY contract, $20.90 for a full 


year, 10 per cent discount if paid wholly in advance. 
tions to date by thei d a of circulation can be made, 
properly signed and dated, cov ering. t 


astatement in detal 


Weekly, monthly or quarterly correc 
= rovided the publisher sends 
e additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


ALABAMA. 

Anniston, Evening Star. Daily average for 
1902, 1,159. Weekly, mies, uaranteed (33). 
First six months, 1903, 903, daily 1 8 guaranteed. 

Birmingham, Birmingham News. Daily av 
erage for 1902, 18,488 (34); first seven months 
1903, 17,898; July, 1903, 1903, 20,188 3 guaranteed. 

Birmingham, Ledger. dy. Average for 1902, 
18,980 (34). Av: for Aug., 1903, 17,586, guar’t'd. 

Montgomery, Advertiser. Advertiser Co. Av- 
Ay e circulation for 1902, guaranteed, daily 10,- 

(OO), weekly 12,841, Sunday 14,6 25 (40) 


ARIZONA. 
Phoenix, Republican. Daily average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. Y. 


CALIFORNIA. 
Fresno, Morning Bonabiicns. daily. Average 
for 1902, 4,644 (67). E. Katz, Special Agent, N. Y. 


Oakland, Tribun . a Average for 1902, 
= (75). 


Tribune Publishing Company. 
n Franelaco, Argonaut, Men y Average 
tore 15,165 (81). £. Katz, Special Agent, N. Y. 
an Franciaco, Bulletin. R. A Crothers. Av. 
A. 1902, daily 49,159, Sunday 47,802 (80). 
San Franelaco, Call, d’y and S’y. J.D. Spreck- 
els. Av. for 1902, d’y 60, 885, S’y 7 71,584 (80). 


COLORADO. 
Denver, Post, daily. Post Printing and Pub- 
lishing Co. Average for 1902, 82,171 (97). Aver- 
age for August, 1903, 88,759. Gain, 6,588. 


CONNECTICUT. 
Hartford, Times, daily. W.O.Burr. Average 
for 1902, 16,172 (111). 


Meriden, Morning Record and Republican 
Republ’n Pub, Co. Dy. av. for 1902, 7,887 (112) 
New Haven, Palladium, daily. ys x for 
1902, 5.500 (114). E. Katz, Special Agent, N. ¥. 
New Haven, Union. Av. for 1902, d’y 15,881, 
ss 8,825 (114). E. Katz, Special Agent, N. Y. 
w London, Day, € eve. Av. 1902, 5,198 (115). 
rine siz months 1903, 5, 582, June, 1903, 5,686, 
Norwich, Bulletin, d daily. ey Co., pub- 
lishers. Average for 1902, —— (115). Average 
first six months 1903, 4,996, 


DISTRICT OF COLUMBIA. 
Washington Iv. Star, Ev. Star News- 
paper Co. Average for for 1002, 88, 748 (© ©) (122). 


National Tribune, weekly. 3 McElroy & Shoppell. 
Average for 192, 104,599 (123). 
DELAWARE. 
Wilmington, Morning News, daily. News Pub- 
shing Co., pubrs. Average for 1902, 9,485 (121). 
FLORIDA. 


Jacksonville, ae. daily. Aver. 1902, 
7,018 (128). Average ‘st 6 months, 1903, 8,229, 














Pensacola, Journal, daily, every morning ex- 
cept Monday. Average for Ii for 1902, ay (131). 


Tampa, Morning ‘Tribune. hg Se aaage Tes 
bune Pub. Co. Average for 1902, 5,608 (132). 


GEORGIA. 
Atlanta, Journal, dy. Av. 1902, 87,828. Semi- 
wy, 84,105 (135). Atlanta Journal Co., pubs. 


ILLINOIS. 


Catro, Citizen, potty. Citizen Co. Year e 
ng Dec., 1902, no issue less than 1,000 (161). 


Champaign, News. In 1902 no issue less than 
1. {oo ‘daily and 8,400 weekly (163), Average 
daily issue for July, 1903, 1,711. 


Chieago, Baker:’ Helper, monthly. 
Clissold” Average for 190d, for 1902, 4,050 (©) arn. 


Chicago, Breeders’ Gazett Genet. stock farm,week- 
ly. Sanders verage for 1902. 60,052 
(167). Average first 25 ‘weeks, 4 1903, 66,740. 


Chicago, Grain Dealers J 


ournal 
Dealers ‘ompany. Av. for 1902, 1416 OCT. 


Chicago, Irrigation Age, monthly, D. H. An- 
derson. Average for 1902, 14,166, (181). 


Chicago, New Thought, monthly, 50c. a year, 
Ella Wheeler Wilcox, editor. Average year end- 
ing January. 1903, 29,289 (183). Since January, 
1903, New nye _— over pr vone monthly. 


Chie. verage for 1902, 
daily 138. Pied, ~~ th, 816 (166). 
wor one a. daily. Tribune Co. In 1908, 
yA (OO) (i 


Cla ‘ton, ‘Entorpriea Wook weekl 
ent. No issue since 1895 below 


nd- 











No = on pat- 
:008 (188, 

East St. J-oute, Poultry Culture. mo. aiiaii 
Culture Pub. Co. Average 1902, aoe Oo 92). Av- 
erage first six months 1903, 14,88: 


Evanston, Correct English: How to Use It, mo. 
Average for year ending Oct., 1%2, 9,750 (194). 


INDIANA. 
Evansville, Journal-News. Av. for 1902, d 
11,910, S’y 11,608 (244). E. Katz, Sp. Agt., N. 
Goshen, Cooking Club, monthly. Average for 
1902, 25,501 (247). A persistent medium, as 
housewives keep every issue for daily reference. 


Munele, Star, d’y and S’y. Star Pub. Co. Year 
ending Feb. 1903, d’y 21,468, S’y 16,585. (260). 
Notre Dame, The Ave Maria, Catholic way 
magazine. Average for 1902, 25,976 (262). 
Bytnosten, Clarion-News, daily. Clarion Pub- 
ng Co. Average for 1902 for 1902, 1, 20 (264). 
South Bend, Tribune. Sworn dy. av., 1902, 
4,861 (267). Sworn av. first 6 mos, 1903, 5,584. 
IOWA. 
Arlington, News. All hom wy woeeay. 
F. Lake, pub. Average for 18 for! 1,400 (282 


Burlington, Hawk-Rye, d -Eye, daily. J. L. Waite. 
Av. for 1902, 6,818 (285). June 30, 1903, 7,018, 
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Davenport, Times. Dy. av. 1902 6,882, 8.-wy. 
1,527 (292). Dy. av. August, 1903, 8,087. Cir. 
guar. more than double of any Davenport daily. 

Des Moines, Capital, daily. Lafayette Young. 
peer. Act average for ao 24,01 
(293 ~ Average for June, 193, 81.0 

en Moines, Cosmopolitan nanssell month- 
ms Still College. Average for 1902, 9,666 (294). 


Des Moines, News, daily. Aver. 87,118 


(298). Average for July, 1903, 42,828. 

Museatine, Journal, dy. av. 1902 8.712, » 8.-wy. 
2,711 (315). Dy. av. ist 6 months 1903 4,188, 

Ottumwa, Courier. Dy. av. 02 4,491, s.-wy.6,- 


984 (319). 1st 6 mos. 1903. dy. ogg 8. me 7,291. 


Sheldon, Sun, d’y and w Carson 
Average for 1902, d’y 486, to 2, bad ‘(823). 


Shenandoah, Sentinel, tri-weekly. Sentinel 
323). 


Publishing Co. Average for ‘Tor 1902, 8,681 (3 


Sioux City, Journal. daily. Perkins bros. 
Co. Average for 1902, 16,96 * (924). Over 19,- 
000 daily guaranteed for 1903, Ranks first and 
best in its wide field in the Northwest. 


KANSAS. 
Atehison, Globe. daily. W. Howe. (334). 


E. 
Offers to prove 5,200 daily circulation for 1903, 
or receipt any advertising bill. 


Girard, Appeal to Reason, week! * A. Way- 
land. Average for 1902, 195,809 ( 

Hutchinson, News, d’y and w’y. , during 
1902, no issue less than 1,920 (346). EB wate, N.Y. 


Texqhe, Western School Journal, educational 
monthly. Average for 1902, “age (362). 


Wiehita, le, d’y and w i Aes 1902, d’y 16,- 
781, w’y 6,674 (364). Bec h, N. ¥. & Chicago. 
RENTUOKY. 


Pt ty Breckenridge News, weekly. J. 
ret rea for 1902, 2,248 (368). 


Lexington, er. Av. for 1902, d’y 8,788, 
wy 2,806, Sy Loos (873). E. Katz, 8: A., N. ¥. 


Padueah, Sun, daily. Sun Publishing Co. Av- 
= for year ending June, 1902, 1,704 (378). 
y average for July, 1903,2,114. . 


LOUISIANA. 
New Orleans, Louisiana Planter and Sugar 
Mfr, wy. In 1902 no issue less than 8,000 (387). 


MAINE, 
Augusta, Kennebec Journal, d’y and w’y. 
on d’y, 1902, 4,719, w’y.2, 188 (391). 


angor, Commercial. Average for 1902, daily 
% bith weekly 29,012 (392). - 


Lewiston, Evening Journal daily. Average 
for 192, 6,640 (© @), weekly 15,255 (© ©) (395). 

Phillips, Maine Woods, weekly. J. W. Brack- 
ett. Average for 1902, 5,416 6 (39), 


Portland, Evening Express. Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 


Baltimore, News, daily. Evening News Pub- 
lishing Co. Average 1902, 41,588 (402). 


MASSACHUSETTS. 
Boston, Evening Transcript ( ) (412) Boston’s 
tea table paper. Largest amoun epee v. 


Boston, Globe, average for 
Daly, 196.579; Saneey, He 296 (412-413). 
First 6 mos. 1903, dy. 195,747, oe. 296,829. 
yr tad circulation in New ew Engla 
Wwerti. go in morning a afternoon 
elie Prom 


—? Pilot, every Saturday. Roman Cathe- 


nes, effrey Roche, editor. ie) ©) 





Post, daily. Average for 1902, 174,178 (413). 
gest p.m. or a. m. sale in New England. 
Danvers, aoe ae s Official Journal, ponthly. 
Andrew H. . pub. Average 1902, 2,7 
(425). Only official ‘paper Sor 350,000 members. 
East Northfield, Kecord of Christian Work, 
mo. Av.for yr. end’ '¢ March, 1903, 20.541 (425). 


Lawrence, Telegram, on, Tey Pub- 
lishing Co. Average for 1002, 6 











Salem, Little Folks, mo., sae. 8. E. 
Cassino. Average for 1902, 7 75 0 (434 

Springfield, Seed. Housekeeping mo. Avg. 
for Moon 108,666 For end. April, 


1903,119,000, All y= td ‘quavantaed. 


Woreester, Evening Post, daily. Worcester 
Post Co. Average for 1902, 10,556 (439). 


MICHIGAN. 
Adrian, Telegram, dy. D.W.Grandon. Av, for 
1902,1 tro ‘Av. first 6 mths. in 1903, 8,588. 


Detroit, Free Press. Average for 1902, daily 
41,952, Sunday 51,260 (450). 


Detroit, Times, daily. Detroit Times Co. Av- 
erage for 1902, 27,657 (450). 


Grand Rapids, Herald. a = ne 
Conger. Average for 192, 20,156 J Onte 
morning | and only {Sunday 


100,000, Avera ge wade issue 
vertising rate, 2% cents per 


this year, 20, 968. 
" line now—will be increased January, /904. 


aginaw, Evening News, =. Average for 
1008 9,848 (473). Aug., 1903, daily 11,406, 


MINNESOTA. 
we mcnpelia, Farmers’ Tribune, twice-a-week. 
W.J. Murphy, pub. Av. for 1902, 74,714 (496 ). 


Minneapolis, Journal, dally. Journal Print- 


ing Co. For 1902, 54 628 (495 


sipameoneie, N. W. Agriculturist, s.-mo. Feb., 
03, 78,168 (498). 75,000 guar’d. 35c. agate line. 


Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (© ©) (497). 


qtmmonpetia, Svenska yxy Posten, 
eekly. Average for 1902, 47,075 (497 


Minneapolis Tribune. W. J. ol ub. 
Average for 1902, daily, 66,872 (496); § un- 


Est. 1367. 
The only Minneapolis daily listed in the Ameri 
can Nerspaper Direct that publishes its circu- 
lation down to date in ROLL OF HONOk, or else- 
where. Advertisements go in both morning and 
evening editions for one price. 


Minneapolis, Western Progress, mo., devoted 
to Western interests. Av. for 1902, 10,000 (500). 


ay Paul, Dispatch, dy. 


Aver. 1902, 49,052 
Present aver. 58,181. ST. PAUL'S LEAD- 
{NG NEWSPAPE 


St. Paul, ona dy. Aver. 1902, 80,619 (505). 
First 6 mos. 1903, aver. 88,787. 


St. Paul, Pioncer-Press. Daily average for 
1902 84,151, Sunday 80,986 (506). 


Winona, Republican and Herald, daily. Aver- 
age 1902, 8,2@2 (512). Av. past 6 months, 4,007. 


MEESOURS. 
verage for 1902, 


Dai 
1410 ie weekly 28m 2,880 (530). Ny 5 Sewall, pub. 


Joplin, Globe, daily. Average for 1902, 9,414 
(541). E. Katz, Special Agent Agent, New York. 

Kansas City, Journal, d t hay w’y. Average 
for 1902, daily 56, 876, week weekly 161,109 poe 

Kansas tg Ww ra A implement Trade J’rn 
Av. Aug., 187 (54 ). Av. 5.mos. 08, wae. 


Kansas mn gre pa Aver, 1902, 62,- 
978 (642), First 6 mos. 1903, 61,685, 
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f American Farm and 
ottarts.. mo. Actual average Jon 100R 1902 eat 
(549). Actual aver. May, June, June, dul uly, 1903, 15, 

Bt. Joseph, Medical Herald, month! m Medica 
Herald Co. Average or 1902, "7,475 ( 
. Joseph, 300 8. 7th 8 yh nas Grow- 
at ‘ly. Kver. for ime, 88 7 (557). Rate ssc. 
per line. Circulation bye copies guarant’d. 


St. Louis, Medical al Brief, 1 mo. J. J. Lawrence, 
A.M.,M.D., ed. and pub. Av. for 1902, 88,058 (563). 


&t. Louis, The Woman’s M e, monthly. 
Women and home. Lewis Pub. Proven aver- 
age for 1902, 908,888. Actual wen average 
for first 7 mos. in. 1903, 1, ‘isd rgeet EVERY 
*OVER” one million copies. ERY 
issue circulation of any oP ication et tn the world 


MONTANA. 
da, Standard. Dai 
11,804 012). MONTANA’ 'S BEST NEWSPAPER. 


Butte, Inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average for "for 1902, 10,101 (573). 


Helene, Record, evening. Record Publishing 
Co. for 1902, 7,974 (574). Average Jan- 
wary inte lay 3ist, 1903, 10,209. 

NEBRASKA. 


Lincoln, Deutsch-Amerikan Farmer, week] 








(890). Av. for year end. end, April 30, 1903, 144, 5 
Lincoln, Freie Presse, weekly (590). proms 
a year ending April 30, 1903, 144,554. 


maha, Den Danske Pioneer, wy. Rephas 
Neble Pub. Co. Average for 1902, 28,47 wo) 


Omaha, News, daily. Aver. for 1902, 82,777 
(4). First 6 mos, 1903, aver. 89,068. 


NEW HAMPSHIRE. 
Manchester, ows, 1 ool. Herb. N. Davison. 
average a 1902, 
f Biwert | N. Y. Rep., 150 Nassau St. 
‘EW JERSEY. 


Eioebesh, Evening Times. Sworn aver. 1902, 


8,885 (616). 6 mos. 1903, 4,288. 

Elm =. in weekly. 8. P. Foster. Average 
for 1902, 2 085, (616). 

Jersey City, oa Journal, an Evening 
Journal Assoc’n. Average for for 1962, 1 +5682 (619) 

Jersey City, Sunshine, mo. J. W. Floridy. 


y 
Aver. for year ending Jan., 1903, 84,500 (426). 


New Market, Advertisers’ Guide, mo. Sealey 
Day, publisher. Average for for 1902, 5,041 (623). 


Plainfield, Daily “Press. A A. L. Force, publish- 
er. Actual average for 1902 2,582 (625).. 


NEW YORK. 
Albany, Journal, evening. Journal Co. Av- 
erage 1902, 16,109 (634); (634); present, 18,897. 


Aibeng, Times- Union, ever et Fa ores: Establ. 
1856. Average for 1902, 1902, 25,2 


Binghamton, Evening Herald, daily. Evening 
Herald Co. Average for 1902, for 1902, 10,891 (638). 


netele, Gouster, morning ; Enquirer, even- 
Conners. Average for 1902, morn- 
ine 48, 818, evening 80,401 (641). 


Corning, Evening Leader, daily. Average for 
1902, 4,064 (647). First Mirst half’ 1903, $825. 


Elmira, Ev’g Star. Av. for 1902, 8,255 (651). 
Guaranteed by davit or personal investigation. 
Leith & rt. N. Y. Rep., 150 Nassau St. 


Ith News, aaiy. ohne Publishing Co. 
Average for 1902, 8,116 (658). Av. for June, 1903, 


4,208. Leith & Si wart, N.Y. N.Y. F< 150 Nassau St. 


Av. for 1902, 4,257 (666). 


Newburgh, News, dy. Av.! = othe 
‘personal investigation. 


Guaranteed by affidavii 





New Ages —_. 
American Machinist, 
(Also European ed.> Aye 1 


bine constru 
18,561 oe) (610). 


Amerikanische Schweizer Zeitung, w dad Swiss 

Pub. Co.,62 Trinity pl. Av. for 1902, 15,000 (671). 

Automobile Magazine, marry? Automobile 
. Average for 1902, * 1902, 8,750 ). 


Baker’s Review, monthly. _ w. 9 1 Co., 
publishers. Average for 1902, 8,088 ) 
age for first six months end. July 34, 1903, 4,416. 


Benziger’s Magazine, family monthly. Ben- 
siger Bros. Average for 1902 for 1902, 28,479 (686). 

Caterer, jem A . Caterer nue. Co. (Hotels, 
Clubs, and ¥_— Rest.). Average for year 
ending with August, 1902, t, 1902, 5,888 oo 

Cheerful Moments, month monthl; Ta. W. Willis 
Publishing Co. Average for for 1902, 208,888 (687). 

Clipper. weekly. ~ Frank Queen Pub. Co., Ltd. 
Average for 1902, 86,844 (O@) 07S). , 

Deltpentes fashion mo. Butterick Pu 
Ltd. Est. 1872. Av. 1902, 721,909 (688). 
cire’n for 6 months ending ~_ 1903, vie rac al 

Electrical Review, wey, 

b. Co. Average for 1902, 6 212 (OO) ried 

Engineering and ootining Journal, weekly. 
Est. 1866. Average 1902, 10,009, (© ©} (674). 

Forward, daily. Forward Association. Aver- 
age for 192, 81,709 D (667). 

Hardware, semi- -monthly.. Average for 1 

8,802 (683); first half 1903, 9, 1903, b:86 862. tains 

Morning Telegra aph, dail. dail Dail ante h 
Co., pubs. Average for 1902, ‘or 1902, 2s,2e8 / . 

Music Trade Review, music trade ae nd week- 
ly. Aver. for 1902, 5,452 (677). 

Pharmaceutical Era, weekly, pharmacy. 
Haynes & Co., pubs., 8 Spruce street. (© ©) aa. 


Pocket List of Railroad Official: aly. a 
&Transp. Av. 02, 17,696 (702) ; ‘oo (03, 17, 992. 


Police Chronicle, weekly. Police Chronicle 
Pub. Co. Average for 1902, for 1902, 8,650 (6 79). 


Printers’ Ink, weekly. A 5 A Journal for advertis- 
ers, oe I r yea Rowell & Co. Est. 
1888. Average tor | i902, 18, bet (679). 


Railroad Gazette, railroad and engineeri 
weekly. 83 Fulton street. Est. 1856. (©@) (680 


The Central Station, monthly. H.C. Cushing, 
Jr. Av. for year ending ding May, 1902, 8,488 (687 


The Iron Age, weekly, es ~~ 1855 » 
ublte ti mons than agen oa i 8 
" my ion in heore, iron, ni 
an ‘al trades. — 
Printers” Ink awarded a sterling silver Sugar 
Bowl to the Iron Age, ee as follows : 
“ 20, 1904 


November ° 
“ A Printers’ Ink, the Little 
“ Schoolmaster in the ~~ of 
i Advertising, to The Ii oe ge, 


after a canvass- 

“ing of merits emtending over 

“a of ten mone, 4 

“ ing been cniliotes trade paper in the 
i « United States of America that, taken all in all, 
renders its conasiiuaney the best service and best 


“ serves its purpose as 

“tion witha specified class.” a 
The New York Times, dail, ly. 

publisher, 1902 A (@.©) (coo) 





Adoiph 8. Ochs, 


Rochester, Case and Comment, mo. Law. A 
for 1902, 80,000 (78) 4 yea? 4 at average, $0,188. 


A. N. by - 
‘or the 


Py % 9,097 ‘aig V serage 
vel or 
month of July, 1903, 1 42,864. 

Utiea, National Electrical Contractor, mo, 
Average for 1902, 2,292 (723). 

Utiea, Press, daily. Otto A. Meyer, publisher, 
average for 1902, 18,618 (723), 
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Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher. Average for 1902, 8, 468 (TA). 


Whitehall, Chronicle, weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 
Lexington, pisyatch, wy. In 1902 no issue less 
than 5, (735). Aver. first 8 mos. 1903, 6,800. 


NORTH DAKOTA. 
Grand Forks, Normanden, week! orman- 
den Pub. Co. Average for 19 for 1962, 4,8 S80 (744). 


Herald, dy. Av. for 02, 4,759 (744). 


For ena. 
July, 03, 5,225, ¥: Rep 


La Coste & Maxwell, N. 
OHIO. 

Ashtabula, Amerikan perry —'s- Aug.Ed- 

wards. Average for 1902, 8, rT 192, 8,558 (752). 


Ch einnati, Enquirer. sirer, Established 1842. Daily 


(© ©), Sunday (© ©) (761). Beckwith, New York. 
Cincinnati, 


Rs mapas my =f Magazine, mo. 
Phonog. Institute Co. Av. - for 1902, 10, 107 (764). 


Cincinnati, Trade Review, m’y. Highlands & 
Highlands. Av. for 1902, 1902, 2,584 (765). 
Cingtanatt, Times-Star, dy dy. Cincinnati Times- 
Star Pub. Act. aver. for 1902, 148,018 (761). 
4k aver. + F. six months 1903, 147,601. 


Columbus, Press, 





democratic. Press 
tor 1902, 24,989 (770). 


Printing Co. Actual = 
Columbus, Sales Agent, monthly. E. L. Moon, 
publisher. Average for 1902, 4,95. (771). 


Dayton, News, daily. News Publishing Co. 
Average for 1902, 16,5: 0 (7 3). 
OKLAHOMA. 


Guthrie, Oklahoma State Capital, d 
Average for 1902, dy. 18,806, wy. 21, 


OREGON. 
Portland, Pacific Miner, semi-mo. Av. year 
ending Sept., 1902, 8,808; first 8 mos. 1903, yo 12. 


Portland, Washington Advocate, mo. er 
of Wash n, pubs. Avg. for 1902, e040 aH 
PRRNSTLV AREA. 
Bellefonte, Centre Democ . Averagefor 
1902, 8,850 (832). First six a 1903, 8,750. 


oun” pes, daily. Average for oe, 10,645 
k. Katz, Special Agent, New Yor 


22 ‘ais, 4 


“aoe — rept, dy. No issue for year 
end. Feb., ” (847). Sworn av. year 
end, July, '03, 'o G20.” Shannon, 150 Nassau, N. ¥. 


Philadelphia, American Medicine, wy- 
for 1902, 19,827 (865). Av. March, 1903, ieaet. 
co nedeiphte, Camera, monthly. Frank V. 
hambers. Average for 1902, 6,7 (671). 
Philadelphia, Farm Journa}, poouties Wil- 
mer Atkinson Company, publ Average 
2). 


for 1902, 528,127 ( Peeters’ Ink awarded 
the seventh Sugar Bowl to + a Journal with this 


inscri; 
iterded June 25th, A 
“ Printers’ Ink, ‘The Litt 
“ Schoolmaster’ in the Art of 
- is + to the Farm 
fter acanvassing 
wage im % extending over a 


thee Phin Pg r, tha Y— aul 
in the bien Seen 
best serves its purpose 
agricultu- 


pal population, — as an € chive aioend economt- 
“cal Ps mT with them, 
“ through its a vertising col. columns.”” 


i hia, Public Led r, di Adolph 
8. Ochs, publisher. (© ©) rN ont _ 











wy ae Reformed Church Messe orn 

306 Arch st. Average for 1902, 8,574 (868), 
relent Sant er School Times, weekly, 

Average for 1903, 10 & (869). Average to July 
Sateen Press Asso., Phila. 


1, 1903, 108,057. 
Petotelonte, | — Eveni: 

Fworn, 180,489 (sou) rage for 
sworn, or ) copies a 4 
GUAR geen for greet: 
AN onths of 4 sworn statement, 
TEED TA, 196 copies’ per day, net paid. 

The Bulletin’s circulation iqures 
are net, all damaged, unsold, re. 
turned and free copies — deducted. No other 
Sateen > en pal es or prints its net 
* | figures. The Bulletin goes daily into more Phila- 
iphia e.1 than Gee other medium. It has by 
many thousan he largest city circulation in 


t 
IN Pati DELPHIA ppaaty EVERYBODY 
READS THE BULLETIN. 


Pittsburg, a — Aver., 


1902, 
67,842 (875). 


Sworn statement on application. 
Pittaburg, Gazette, d’y and Sun. Aver. d’y 
1902, 60,229 (876). Sworn statem’t on application, 
Pittsburg, Times, daily. Wm. H. Seif, pres, 
Average for 1902, 59,571 = 


Weat Creator. Local News, daily. 
Hodgson. Average for 1902, | for 902, 15,086 Yoo.” 
Tom, Dispatch, daily. Dispatch Publishing 


Co. Average for 1902. 801 (893). Average for 
May, 1903, 8,872. : - 


RHODE ISLAND. 
Providence, pay Journal, ual, 35.9% & (OO) (896 


Sundey 18,28 > ing Bulletin ar. 
581, cevabetaee: Vidence Journal Co., pubs 


SOUTH CAROLINA. 


Columbia, State, daily. State Co., publishers. 
averane for 1902, 5, TIT (901). Daily aaa 
the first five months ‘of 1903, 6,800 copies 


SOUTH DAKOTA. 
Stoux Falls, ave Leader. Tomlinson & Day, 
publishers. Actual daily average for 1902, 5,819 








(915). Sworn average for August, 1903, 9,487. 
TENNESSEE. 
Gallatin, Semi-weekly News. In 1902 no issue 
less than 1,850 (923). First 6 mos. 1903, 1,425. 
Knoxville, Sentinel, daily. Average 192, 
7, FOL (925). ‘Average six months 1903, 9,210. 
Memphie, Commercial Avgeal. 4s » Gant , Sunday 
and week! Average, 1902, daily 2 4506, Sun- 
day 84,910, weekly 74,218 (927). 





Nashville, ere ay f AY. Se tog ending 
Feb., 1903, 16,0 1, 1903, 19,- 


556. Only ashore d y ody eligible to" to Roll of Honor. 


Nashville, Christian Advo Advocate, w' Bigham 
& Smith. Average for 1902, 14,241 im) 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, 1,000 (944). 
a ie Denton Co. Record and Chronicle» 
W.C. Edwards. Av. for 1902, 2,744 (945). 
Me Paso, Herald, daily. Average for 1902, 
8.840 (46). EH. Katz, pe Agent, New York. 


Paria, Advocate, dy 


1902 
no issue less than 1.150 (906) 


N. Furey, pub. 
‘May, 1903, 1,257. 


VERMONT. 


Barre, Times, daily. F. E. Langle Aver. 1902, 
2,854 (914). First sic monthe 103 2,588 


VIRGINIA. 





Norfolk, Dispatch, dail Daily average for 
1902, 5,098 (985), -Aug., 1%, 8,494. 
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WASHINGTON. 
Spokane, Saturday Spectator, saaly. Frank 
Leake. Average for * |, 5,886 (999, 


Tacoma, Daily News, ay. Daily hi Pub.Co. 
Av. 1902, pe (1,000). Saturday issue 18,008, 


Taeoma. er. Dy. av. 190%, 10,986; Sy., 
14,1953 Wy. veers (i 001). Av. 7 mos, 1903 ex 
ceeds: Dy. 112,500; é% — wy., 8,500. 
Beckwith, rep., Chica 


WEST VIRGINIA. 
Perheniuce, Sentinel, gaily. R. G. Hornor, 
pub. Average for 1902, , 2,804 009). 
Wheeling, News, d’y and 1 Sy. News Pub. Co. 
Average for 1902, d’y $8,026, S’y 8,805 (1011). 


WISCONSIN. 


Madison, Amerika, weekly. Amerika Pub 
lishing Co. Average for 1902, 9,496 (1026). 


Milwaukee, Evening Wisconsin, daily. Evg. 
Wisconsin Co. Av. for 1902, 20,748 (© ©) (1029). 


Milwaukee, Journal, daily . Journal Co., pub. 
Av. end. Feb., 1903, 29,425 (1029). July, 84,114. 





Oshkosh, Northwestern, daily. Av. for 1902, 


5,902 (1036). First 4mos 1903, 6,270. 


Raeine, Journal, dai}y. Journal Printing Co. 
Average six months to July 1, 1903, 8,706. 





isconsin Agriculturist, w’y. Av. for 1902, 
at »515 (1039). Foryr. edg. July 31, 1903, 80,200. 


Waupaca, Post, weekly. Post Publishing Co. 
Average for 1902, 2,588 (1044). 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W. C. Nichol, 
publisher. Average for 1 1902 6,987 (1051). 
Victoria, Colonist, daily. Colonist P. & P. Ce. 
Average for 1902, 8,574 (1051). 


on Gan. 


Winnipeg, Free P: aily and ay, Av- 
erage for F302, daily ab 841, weekly 1 0,674 
(1054). Daily, first six months 1903, 


NOVA SCOTIA, CAN. 
Halifax, Herald, Evening Mail, Homestead. 
Combined average for 1902, 12,881 (1060). 
ONTARIO, CAN. 
Toronto, Canadian Implement and Vebicle 
Trade, monthly. Average for 1902, 5,250 (1087). 
Toronto, Star, daily. Average for 1902, 14,- 
161 (1084), First six months 1/903, 20,096, 
ee CAN. 


Montreal, Star,dy.&wy. Graham &Co. Ay, 
for ’02, dy, 55,0 73, wy. 121. +418 (1093). Six mos. 
end. May 3/, '03, dy. av. 65,147, wy. 122,157. 


gag No Amount_of Money 





F- can buy a place in this 





Me list for a paper 





MF - not having the 





GG requisite qualification. 
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A JOURNAL FOR ADVERTISERS. 
te” Issued every price, ve Ten cents a 
ats wg ety ve — a a year, in 


wie, Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred —_ 
ies for Ba. ora r number at the same rate. 
iw P ublishers desiring to subscribe for PRINT- 
ERS’ ix for the benefit of advg. ns may,on 
ee obtain special confident.al terms. 
7 If any person who has not paid for it is re- 


ceiving ’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 





OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,E.C. 


NEW YORK, SEPT. 16, 1903. 














INSERT an advertisement for an 
advertising man in the want col- 
umns of any of our great metro- 
politan newspapers, and you will 
receive scores of replies from 
cocksure experts, who know that 
they can make a glorious success 
of your advertising campaign for 
anywhere from $10 to $100 per 
week. Examine sixty of these let- 
ters carefully, and you will throw 
out taree-fourths of them as not 
worth wasting more time on. 


* * * 


Interview the remaining appli- 
cants, and you will, perhaps, find 
two or three really good advertis- 
ing men. It’s even odds that you 
will not be able to arrange a satis- 
factory contract with any of these. 
Every business house dreads the 
departure of a really capable ad- 
vertising man. His place is hard 
to fill. This condition, however, 
can be obviated in a great degree 
by training up advertising men for 
the house. In every business 
fnouse there are bright young fel- 
lows with a natural bent for the 
use of printers’ ink. One of these, 
who is already familiar with the 
spirit and methods of the concern, 
should be placed in the advertis- 
ing office as an assistant. He 
should be made to understand that 
an exceptional opportunity is 
opened up for him if he attends to 
business. He should be informed 
that he is expected to work and 
learn—to become familiar with the 
details of the office from the 
ground up—to do errand boy work, 
if necessary, to gain this familiar- 
ity. After he has become ac- 
quainted with the general business 
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of the office, some of the routine 
work should be turned over to 
nim. 

* * * 

If the office is the advertising 
bureau of a retail store, let him 
look after want ads, attend to the 
cut cabinet, O. K. the window 
cards. Encourage him to origin- 
ate labor-saving devices that will 
facilitate office work. All the time, 
of course, he should be learning 
about merchandise, the writing of 
advertisements, the value of medi- 
ums, type and display, etc. With- 
in a year, a brignt youth of 
eighteen or twenty will develop a 
really considerable knowledge of 
advertising, and ability to conduct 
the office successfully in the tem- 
porary absence of the advertising 
manager. 

* x « 

It is to the advertising man’s in- 
terest to aid some young man from 
the store in developing this knowl- 


edge. The average advertising 
manager is overburdened with 
work. If he can slip a part of 


this off on another’s shoulders, he 
will ‘nave more time and energy 
to devote to planning new cam- 
paigns, and will have a better op- 
portunity to put these into execu- 
tion. The knowledge of the house 
possessed by a youth who has 
grown up in the store will be of 
great value to him. Much really 
clever advertising talent has been 
developed in just this way. 





It’s very, very easy to pay for 
good advertising. 


THE publishers of Ainslee’s find 
it profitable to cultivate the news- 
dealer. The subscription price of 
the , a has been raised to 
$1.80, which is just twelve times 
the retail price of a single copy. 
This eliminates the competition of 
the publisher and puts the dealer 
on an equal footing. A prize com- 
petition was held on the issues for 
February, March and April, $3,000 
in cash being paid to four classes 
of newsdealers whose sales showed 
the greatest increase for tose 
months. This has been so suc- 
cessful that anotiaer $3,000 contest 
is to be held on the issues for Sep- 
tember, October and November. 
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Tue Michigan Tradesman com- 
pleted its twentieth year of publi- 
cation with the issue of August 
26, during which time it made no 
change in editorial or business 
management. 


Pau. LatzkKe, whose series of 
advertising articles in the Satur- 
day Evening Post attracted atten- 
tion among advertising men, has 
been a contributor to that paper 
during the past three years, writ- 
ing on business and financial sub- 
jects chiefly. After Prince Henry’s 
visit he wrote an interesting series 
of articles about the unknown cap- 
tains of industry who were at the 
celebrated banquet—men who, 
while inventors of such devices as 
the trolley car, were comparatively 
anknown to the public. Mr. 
Latzke was born in Germany, and 
has been a newspaper worker ever 
since he came to this country at 
twenty-one. He is now forty-six 
years old. During the past year 
he has been connected with the 
editorial department of the Ameri- 
can Telephone Journal, 116 Nassau 
street, New York, but several 
weeks ago he resigned to give his 
attention to magazine work, mov- 
ing to Chicago. 





Unver the caption, “What 
Americans Should Study,” a re- 
cent issue of the Saturday Even- 
ing Post says: 

It is well to be able to read and 
speak one or more foreign languages. 
But in the agitation for bringing about 
this laudable “‘culture” is it not being 
overlooked that a knowledge of one’s 
native tongue is also well, is indeed 
more important than knowledge even 
of French? 

Not all of us will have French valets 
or maids. Not all of us will need to 
tead German philosophy and_ history 
and science that can’t be got in trans- 
lation. Not all of us will sell goods 
to Spanish-speaking peoples who have 
no money to buy goods with and no 
need for goods. But all of us_ will 
_ to read, write and speak the Eng- 
ish language. And how many of us 
will ever be able more than to read, 
write and speak at it? 

There never was such a language as 


the English, especially since we Amer- 
icans have got at it with explorative 
and inventive minds. To know how 


to prcnounce its wonderful words, to 
understand exactly what they mean, to 
have a large and well-selected stock of 
them in our vocabulary—there is a 
liberal, all-round education, one that 
no man or woman could have without 
being justly noted everywhere as a 
person of superior intelligence. 
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Tue fiftieth anniversary of the 
founding of the Bausch & Lomb 
Optical Company was _ recently 
celebrated in Rochester with a 
special entertainment to the con- 
cern’s 1,200 employees and a large 
number of guests. Immense Tif- 
fany loving cups were presented to 
the founders, J. Bausch and 
Henry Lomb, while a third from 
the employees was presented to 
the company. Messrs. Bausch and 
Lomb were first to make eye- 
glasses of hard rubber, and have 
steadily kept to the forefront in 
the development of American op- 
tical manufacturing. Since the 
rise of the camera they have used 
advertising to exploit their photo- 
graphic lenses, and are among the 
foremost general advertisers in 
Rochester, which is a city of ad- 
vertisers, 





THE Michigan Central has seiz- 
ed upon Boston as its own partic- 
ular bit of advertising capital, ap- 
parently. Excellent use is being 
made of the historic Hub in some 
of the advertising in July maga- 
zines. In the World’s Work is a 
reproduction of a page from an old 
hornbook alphabet, with the fol- 
lowing argument in quaint letter: 

Bofton, the metropolis of New Eng- 
land is commodioufly -fituated on the 
Sea Shoar. ’Tis a large and well order- 
ed Town, and hath been chofen as the 
meeting eee 2 of the National Educa- 
tional Afsociation in July. The Excur- 
fion Rate over the Michigan Central, 
The Niagara Falls Route, is open to the 
publick. Delightful Side Trips. Send a 
ted ftamp for Bofton Booklet. 


In the Philistine is an imitation 
woodcut of the “Burning of 
Charlestown and Battle of Bunker 
Hill,” with argument to this effect: 

It was a hot time in the old town 
when General Gage sent his bombs burst- 
ing in air over the rebel nest at Charles- 
town. But General Howe found his 
work cut out for him all right and the 
defense of that little breastwork by the 
“flock of Yankees” on Bunker Hill went 
ringing down the corridors of time alon 
with Thermopyle and Delhi. Send re 
stamp for Michigan Central’s Boston 
Book and get wise. “Summer Tours” 
for those who have no automobiles. 


This is railroad advertising along 
new lines, and ought to pull busi- 
ness, for it has character. The 
Michigan Central’s advertising de- 
partment, under O. W. Ruggles, is 
now in Chicago. 
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Profitable Advertising, of Boston, 
Mass., has established a Chicago of- 
fice at 269 Dearborn street, with Miss 
Helen Mar Shaw in charge as West- 
ern representative. 





Mr. Cuas. H. HAMBLIN, the man- 
aging editor and business manager of 
the Minneapolis 77ibune, attended the 
Proprietary Medicine Men’s meeting 
in Boston this month with his Chicago 
representative, C. Geo. Krogness. 





Tue August issue of the Brook- 
lyn Edison, the handsome publica- 
tion of the Edison Electric Illum- 
inating Co., Brooklyn, is devoted 
to views and descriptions of the 
illumination at Coney Island, prac- 
tically all of which is furnished by 
this company. 








It is no reflection on any 
other publication to say that 
Printers’ INK is by all odds 
the very best class publication 
devoted to the science of pub- 
licity. Some of them have pret- 
tier illustrations and handsomer 
covers, have splendid articles 
(well considered and wise in 
their construction, unanswer- 
able in their logic and beneficial 
in their influence), and they are 
all of them good, but PRINT- 
ERS’ INK is distinctively the 
business newspaper of publicity. 
It is beneficial alike to the ad- 
vertiser and the publisher. We 
would be delignted to have 
every advertiser of the Me- 
tropolis a regular, systematic 
reader of Printers’ INK; in 
fact, no advertiser can really 
be up to date and as well pano- 
plied as he ought to be unless 
he has Printers’ INK on his 
desk. Whenever you hear a 
newspaper chiding George P. 
Rowell, or Printers’ INK, just 
fix your eye on that newspaper 
a while, and you will see what 
is the matter. It is the man 
who is running the sneaking 
game with the advertising pub- 
lic who is against Rowell’s Di- 
rectory and Printers’ INK.— 
Evening Metropolis, Jackson- 
ville, Fla., Sept. 5, 1903. 











Facts are the — adwriters 
should be armed with 





“THIRTEEN of ’em” is a clever 
booklet from the Telegraph, Har- 
risburg, Pa., containing favorable 
letters from local advertisers. Two 
of these have advertised continu- 
ously in tne paper for thirteen 
years, one for fourteen, another 
nineteen, another twenty-five and 
another thirty years. Bowman & 
Co., dry goods, have used the 
Telegraph thirty-two years, while 
H. Cohen, corsets and underwear, 
has been an advertiser since 1862, 
or forty-one years. The Tele- 
graph was established in 1831. 





THE journalistic aspirant who 
finds it impossible to take a course 
in Mr. Pulitzer’s new school at Co- 
lumbia will learn a great deal 
about newspapers and newspaper 
work by reading “Practical Jour- 
nalism,” a book by a Chicago edit- 
or, E. L. Shuman, just published 
in Appleton & Co.’s “Business Se- 
ries.” It takes up the work and 
education of reporters, the tech- 
nical construction of news articles, 
methods of news gathering, the 
different editors and their duties, 
the qualifications for newspaper 
work, the Sunday supplement, art 
department, women journalists, po- 
sitions, salaries and many other 
pnases of the making of a large 
city daily. No attempt is made to 
instruct beginners, but the book is 
a fine, clear descriptive treatise of 
its whole subject, and the reader 
who does not get practical ideas 
from each of its chapters will 
hardly prosper on a newspaper. A 
chapter is devoted to adwriting, 
another to the management of an 
advertising department, and two 
more to the laws of copyright and 
libel. The latter, in particular, is 
clear, and will prove useful as a 
reference in any business office. A 
knowledge of newspaper work 
may not be necessary to an ad- 
writer, but it is really useful. For 
those wao have never come into 
close contact with the editorial of- 
fice of a daily paper the book will 
prove instructive. It is probably 
the most satisfactory work that 
has thus far been written on the 
subject. 
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‘ THe Saturday Evening Post is to- 
day the best weekly newspaper Amer- 
ica has ever produced. 





In advertising, ambition must 
be harmonized to common sense, 
else it will overlap itself. 


Mr. J. J. Grpsons, advertising 
agent, of Toronto, made PRINT- 
ers’ INK a pleasant call last week. 
He is a publicity maker of the 
sort which the Little Schoolmaster 
admires. The best and largest 
firms in Canada are his clients, se- 
cured and held by true merit and 
positive ability. He employs about 
twenty-five people and he describes 
a system of working together and 
consulting among his staff which 
cannot help insuring success— 
both for himself and his clients. 
For the “adschool” graduate—as 
the term is commonly understood 
—Mr. Gibbons has little use. This 
adverse attitude is the result of his 
actual experience in that direction. 
He believes with the Little Scnool- 
master that debit and credit, the 
sense and understanding of these 
terms, are more important than the 
stereotyped ability of writing a 
“smart” advertisement. Mr. Gib- 
bons’ opinion gains weight from 
the fact that he has built up a 
thriving agency upon this princi- 
ple and in tne face of all competi- 
tion. As a matter of fact, there 
is to-day no better opportunity for 
young men of ability to succeed in 
life than in the advertising busi- 
ness. And at the same time, there 
is no surer business to fail in for 
those who are illy equipped or 
poorly endowed by nature or train- 
ing or intuition. What is essential 
to success is the performance of 
that which each particular busi- 
ness to be advertised requires. One 
may be established thirty years in 
the advertising business and fail to 
grasp the right ways. One may not 
have been heard of more than 
thirty days, yet be able to catch 
the advertising spirit which a 
given business needs, and be able 
“to deliver the goods” in the rigat 
and relative proportion of cost and 
chances—and he will succeed, now 
and hereafter, because that ca- 
pacity is fundamental to advertis- 
ing success at large. 


WHIe not possible for all to 
do the best advertising, most ad- 
vertisers could do better advertis- 
ing. 

BusINEss men of San Antonio, 
Texas, took steps some time ago to 
conduct a house-to-house canvass 
for the purpose of “calling tine at- 
tention of the people anew to the 
great economic necessity of patron- 
izing home industries.” This rather 
cumbersome method of meeting 
competition of outside business 
nen and manufacturers who ad- 
vertise calls forth the following 
comment from the San Antonio 
Daily Express: 

The foreign manufacturer enjoys al- 
most a monopoly even in things which 
can be made just as cheaply and more 
conveniently in our midst. Nearly every 
reason is given as the cause of such a 
state of affairs except the right one— 
the persistency of the foreign manu- 
facturer as an advertiser. The outside 
manufacturer makes a house to house 
canvass, but he makes it three hundred 
and sixty-five days in the year through 
the best of all mediums, the daily news- 
paper. Home industries thus make a 
mistake if they depend upon nothing 
more than the patriotism of their people 
to sustain them. Their campaign of 
education is altogether on too small a 
scale. They have adopted a plan which 
means a maximum of expense and a 
minimum of results. The daily news- 
paper reaches all of the purchasing pop- 
ulation of the city and surrounding 
country and reaches it at once. One 
hundred men could not reach it in one 
hundred days; and one hundred men at 
two dollars a day would entail an ex- 
pense of $20,000. The same amount of 
money judiciously spent in newspaper 
advertising would cover the same terri- 
tory a hundred fold, reach all of the 
people all the time and the results at- 
tained will be in exact proportion to the 
number of men and the number of pa- 
pers in the field. This is a proposition 
that can be demonstrated mathematical- 
ly, and appeals at once to the judg- 
ment of every sound business man. For 
it stands to reason that if an army of 
drummers and the circulation of a news- 
paper are to be equally effective they 
must be equally as numerous. On 
the one hand we have the cost of each 
paper at a few cents and on the other 
the cost of each drummer at a few dol- 
lars, and we see at once the impracti- 
cability of the house to house canvass. 
Another point: The drummer does not 
command the attention of the prospec- 
tive purchaser more readily than the 
newspaper. The workingman and the 
business man, as well as the housewife, 
usually begin the day with a perusal of 
its columns. The newest ideas in 
clothes and the latest breakfast food 
get our attention along with the assas- 
sination of foreign kings. The healthiest 
of us read the patent medicine ads, 
while we would not listen. a moment 
perhaps to an agent expounding the vir- 
tues of some spring tonic, 
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“Tom” Murray, the original 
blue-pencil man, recently told the 
story of his life to a class of busi- 
ness college students. As repro- 
duced in the Apparel Gazette it ap- 
pears that “Tom” was born in Can- 
ada, worked for the only storekeep- 
er in his little village at a salary 
of $25 a year, went to Illinois at 
seventeen and after reaching Chi- 
cago never had any trouble making 
money, though finding it somewhat 
difficult to keep. Wien the panic 
of 1893 developed he was making 
$10,000 a year, but the commercial 
disaster drove him onto the road 
as a traveling salesman on com- 
mission. In 1897 he first opened 
his haberdashery store in his pres- 
ent location, which was condemn- 
ed by his friends. He began with 
a capital of $2,600 and lost it the 
first year: 

After my store had been running about 
a year I found myself in the position 
of having a big stock of goods, not 
gue for, and no money in sight. Bad 
ox. No doubt the sheriff could have 
made a successful sale and turned the 
merchandise into cash and ‘“Tom”’ into 
the street, but such services are expen- 
sive, so I thought I would use his name 
without his services. I had a sign made 
large enough to cover the whole front 
of the store, excepting the door. The 
anncuncement read: ‘‘Closed, but not 
by the sheriff.” ‘“‘This store will be open 
to-morrow at 9.” The ‘‘closed by the 
sheriff” were the only large, bold let- 
ters on the sign. The words “but not” 
in bye J small letters. Next morning at 
nine the store was packed. A man is a 
fool who nowadays rents a store, hires 
help, and does not figure on advertising. 
He had better figure rent first, then ad- 
vertising, and his help expense after- 
ward. he does not advertise it won’t 
be long before he will not need help. 
Had it not been for advertising I would 
have been cut out of the business the 
second year. Make yourself the talk of 
your town. I liave, you can. After 
spending your money and energy to get 
el customers, do not deceive them. 
f you sell a garment and it does not 
ive satisfaction, the customer will no 


oubt make complaint. Make him a 
walking advertisement for you. Satisfy 
him. Give him satisfaction. Be lib- 


eral about it. Make him think you are 
the nicest man he ever traded with and 
are not alone in business, you have 
“partners.” Don’t make them too “si- 
lent.” I refer to your employees. It 
may be possible you have in your em- 
ploy someone who has more brains than 
ou have—a future merchant prince. 
Encourage him. Give him a chance. 
Let him tell you once in a while what 
he thinks. If his ideas are good don’t 
be ashamed to adopt them. To hold 
your trade you must have employees who 
are civil. Civility is cheap. ‘“‘Civil’”’ 
service is the rule in my store. You 
cannot expect an employee to be civil to 
customers if you are not civil to him. 
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If you do not feel well, if you are cross, 
and cannot meet your help with a@ pleas. 
ant “good morning,” and remain so all 
day, you had better stay away for the 
day. They can run your business far 
better for that day without you. Stay 
home, play golf, play anything but the 
fool that a man is to misuse his help, 
Cross words and stern looks are like 
yellow fever and small pox. They are 


catching. Your employees are apt to 
meet and use your customers in t! 
same way that you treat them. Pretty 


hard for a man to be clever and oblig- 
ing right after you have “combed him 
down.” My help would rather have me 
at home than in Europe. Ever keep in 
mind that the time may come, be you 
ever so successful at present, when you 
may, by reverses in life, sometime be an 
employee again. 
———— 

WHATEVER may be the value of 
“advertising by telephone,’ a 
method much favored by ad ex- 
perts who deal caiefly in theories, 
there is no doubt as to the part 
that the telephone is playing in 
rural life. Earl F. Edmunds, cir- 
culation manager of the American 
Telephone Journal, says that his 

’ y 
publication—which is essentially 
technical—goes to farmers more 
than to any otaer class, not ex- 


cepting telephone managers. A 
weekly circulation of 5,000 is 
claimed for the paper, which is 


about four years old, and of this 
more tnan half goes to farmers. 
Iowa has more than 2,000 tele- 
phone companies, chiefly co-ope- 
rative, for maintaining short lines, 
The farmer keeps nis eye upon the 
market by ’phone, receiving quo- 
tations to the minute, and knows 
at what moment to sell his grain, 
cattle and produce. New York 
State comes next in the number 
of telephone companies. New 
England has been behindhand, 
owing to opposition from the Bell 
Telephone Co. In the Far West 
the telepnone is taking hold, and 
lines are going up everywhere. In 
the hot, dry reaches of the South- 
west lines are operated success- 
fully over barbed wire fences al- 
ready standing. This activity 
simply reinforces the fact that the 
farmer of to-day_is a very timely 
person, and that the advertiser 
who gets ‘ais notions of him from 
Puck and Judge will either take a 
very unwise method of approach- 


ing a great clientele or will, 
through ignorance, overlook it 
altogether, 
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Tue Philadelphia Evening Bul- 
letin appears in the Roll of Honor 
as reprinted below: 

Philadelphia, The Eveni 
Bulletin, 8."A 


nd free copt deducted. No other 

qwrnet ome ‘nevrepaper states or | pnd tts net 

figures. The Bulle more Phila- 

delphia homes than any other medium. It has by 

many thousands the largest city circulation in 
a. 


PIN PHILADELPHIA NEARLY EVERYBODY 
READS THE BULLETIN. 


In the 1903 issue of the Ameri- 
can Newspaper Directory nine pub- 
lications are qualified with the 
above guarantee star, a distinction 
which the Directory publisher ex- 
plains as follows: 

7" The absolute correetness of the latest 
circulation rating accorded the Evening 
Bulletin Is guaranteed by the publishers 
of the American Newspaper Directory, 
who will pay ene hundred dollars to the 
first person who successfully controverts 
its aeeuracy. 


It may be of interest to repeat 
here that from 1888 to 1896, in- 
clusive, a period of nine years, the 
accuracy of circulation ratings in 
the American Newspaper Directory 
was guaranteed by its publishers 
and a reward of $100 was paid to 
the first person who proved that 
a circulation rating, in actual fig- 
ures based upon a statement re- 
ceived from its publisher, was not 
true as given. This system of 
guarantee was discontinued in 
1897, after between three and four 
thousand dollars had been paid out 
in forfeits, because nine years of 
experiment had made it plain that 
newspaper publishers were not only 
not disposed to countenance the Di- 
rectory in its efforts, but were posi- 
tively opposed to them. Even 
those newspaper men who sent in 
figures that were guaranteed ap- 
peared as a general thing to feel 
as though freed from a nightmare 
after the guaranty was withdrawn. 
On the other hand, owever, there 
has since appeared a class of pub- 
lishers who have expressed a de- 
sire for the resumption of the 
guaranty system, and their willing- 
ness to assume a share of the bur- 
den it entails. After due consid- 
eration of the application of these, 
the editor of the Directory has re- 
newed the guaranty, and attached 


a distinguishing mark and a 
guaranty clause in the case of every 
circulation rating based upon a 
satisfactory statement, provided * 
the publisher of the paper has been 
willing to deposit one hundred dol- 
lars in actual cash, to be held in- 
definitely by the Directory pub- 
lisher; the guaranty to be contin- 
ued year after year, so long as it 
is desired, or until the correctness 
of the rating has been successfully 
assailed. 





Every advertising failure ought 
to teach a valuable lesson, 
—_+o+-—_—_ 
RESULTS FAR REACHING. 
Boston, Mass., Sept. 8, 1903. 
Editor of Printers’ INK: 

In the April 29 issue of Printers’ 
INK you were very kind to mention, 
with favorable comment, a booklet is- 
sued by us for general distribution, 
entitled “Some Beauty and Health Se- 
crets.”. We have heard from this in 
various ways, but had no idea of the 
far reaching results of your spicy little 
paper, and beg to inform you that a 
short time since we received from Johan- 
nesburg, South Africa, a letter from 
which we quote the following: ‘‘Would 
you be kind enough to forward us a 
copy of the booklet which was issued 
by you a short time ago and which was 
favorably commented on in PRINTERS’ 
INK. Signed) African Daily Mails, 
Ltd. A. G. Holmes, Business Man- 
ager.” 

Believing that it would be a source of 
satisfaction for you to know that Prtnt- 
ers’ INK brings results from a much 
further distance than any advertising 
journal we know of, we remain, with 
ind regards, 

Yours truly, 
WILiarp CHEMICAL CoMPANY, 
Frederick Drowas, Mgr. 
+2 
FROM AN ORPHAN GIRL. 
606 East r4th St., 

Littte Rock, Ark., Sept. 3, 1903. 
Editor of Printers’ INK: 

I am a little girl sixteen years old. 
My parents are dead. I live with and 
support my brother Sam. He is twen- 
ty-six years of age and has the con- 
sumption. I would like to distribute 
advertising matter for your firm in this 
city. I have had a great deal of ex- 
perience in this line. I do the work 
thoroughly and systematically; can give 
the best references. I am prepared to 
reach the best class of people. I have 
a little helper and we work ten hours 
every day. I distribute 1,000 for $2, 
giving inside service. assure you I 
need the work. I hope you are well 
and happy. Eagerly awaiting your re- 
ply, which means so much to me, I re- 
main lovingly, 

Your little friend, 
Bernice Dutton, 

P. S. Also tack signs securely in con- 
spicuous places for three cents each. 
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THIRTY-NINTH WEEK. 


In response to the weekly ad con- 
,test, now in its thirty-ninth week, 
thirty-one advertisements were re- 
ceived in time for report in this issue 
of PRINTERS’ INK. The one repro- 
duced below was deemed best of all 





Shipped by fast express on 
order. These 


. They are the freshest, most de- 
licious eggs that can be bought 
anywhere. 

Try a crate to-day—special per- 
manent price on yearly orders (so 
Wy crates each month), if re 
before October ist. 
Write for Free Booklet about 
Clover Brand Eggs. and why ths 
is the best way to buy exgs. 








submitted. It was sent in by Edward 
Fitzgerald, Lake City, Fla., and it ap- 
peared in Lverybody’s Magazine for 
September, 1903. A coupon as pro- 
vided in the conditions which govern 
this contest was mailed to Mr. Fitz- 
gerald. 
eS ee 

A FRANK EXPRESSION. 
NesraSkKa City, Neb., Aug. 31, 1903. 
Editor of Printers’ INK: 

I was quite interested in reading the 
sketch of the managing editor of Print- 
gers’ INK, However, I do not agree 
with the author of the article wherein 
it is stated that the Little Schoolmaster 
has been improved during the past two 
years. It may be that my taste is 
poor and that I am not competent to 
judge, but that is my honest opinion. 

Respectfully, 
Witt. H. Daty, 
Editor Daily Press. 

The managing editor of Print- 
ERS’ INK likes the above frank ex- 
pression of opinion. Frankness is 
valuable in modern business con- 
duct. The value of opinion rises 
and falls with the degree of un- 
derstanding. Many factors enter 
into the making of an advertising 
journal, or any other class paper, 
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for that matter. If one succeeds 
in making a paper useful and in- 
teresting to a fair average of read- 
ers he does well. The course of 
Printers’ INK during the last two 
years has been one of development 
and growth. Progress has been 
made, notwithstanding the criticism 
above, which is faulty, inasmuch 
as it gives no reasons, but merely 
expresses a _ personal opinion 
whose competency is also not de- 
monstrated. The editor invites ex- 
pressions and he hopes many more 
will come to him. Improvements 
are constantly in mind, but they 
can’t be accomplished all at once. 
—_+oo——_—_— 


A SETTLED DISPUTE. 


Blasgius 
Wholesale Dapestenent, 
PHILADELPHIA, Pa., Sept. 4, 1903. 
Editor of Printers’ INK: 
In order to settle a dispute between 
two of our representatives in reference 
to the circulation of the Philadelphia 


Press and the Philadelphia North 
American, we __ have _ selected our 
esteemed paper for a decision. Which 


paper in your opinion has tne greatest 
circulation daily? 
Yours respectfully, 
Cuartes M. Mort. 

In the 1903 issue of the Ameri- 
can Newspaper Directory both pa- 
pers mentioned above have letter 
ratings. Letter ratings are ac- 
corded to papers which do not, or 
will not furnish information upon 
which an exact and definite rating 
may be based. On September 3, 
1903, the Press furnisned a definite 
circulation statement to the editor 
of the American Newspaper Di- 
rectory for the period of a year 
ending August, 1903, showing an 
average of 80,058 copies for the 
daily and 97,659 copies for the 
Sunday issues. 

In view of these facts, the Little 
Schoolmaster does not hesitate to 
accord to the Press the higher cir- 
culation between the two papers. 

+> — 
NOT A NEW YORK PUBLICATION. 
Post Orrice, NEw York, 
Sept. 2, 1903. 
Messrs. George P. Rowell & Co.: 

Replying to your letter of the 31st 
ultimo, I have to inform you that the 
American Agriculturist (weekly) is not 
entered as second class matter at this 
office. 

Very respectfully, . 
C. Van Cort, Postmaster, 


Per E. S. Post, Acting Assistant Post- 
master, 
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“AMERICAN PAPERS ABROAD.” 


261 Broadway, 
New York City, Sept. 2, 1903. 
Editor of Printers’ INK: 

In your issue of August 26, 1903, I 
read an article on “American Papers 
Observed Abroad,” by a Mr. Lodian. 

Permit the writer to state first that 
he visited last year, in the interest of 
three of our best-known engineering 
papers, viz.: the Engineering and Min- 
ing Journal, the Electrical World, and 
the American Machinist, the northern 
coast of Africa and every country of 
Europe. 

Remerding the mining field, Mr. Lo- 
dian thinks that the Mining and Metal- 
lurgical Journal, of Los Angeles, Cal., 
ranks among the best-known mining 
papers abroad. This statement alone 
shows that he has not the remotest idea 
of what he is talking about. He even 
does not know that that unimportant 
local paper has been out of existence 
for several years, having been absorbed 
by another publication, Mining and 
Metallurgy, which again was consoli- 
dated with the Engineering and in- 
ing Journal at the beginning of 1902. 

The Engineering and Mining Journal, 
which has had its own office in Lon- 
don for over fifteen years, with corres- 
pondents in every corner of the globe 
where mining industries are carried on, 
is too well Beene abroad to need any 
justification. Over one-fifth of its entire 
circulation is foreign. It has over 
500 paid subscribers in Mexico alone, 
not considering several newsdealers in 
Mexico City, Parral, and other Mexican 
towns, who buy from 8 to 14 copies 
every week without returning a single 
copy. Everybody who knows anything 
about mining matters admits that the 
Engineering and Mining Journal is the 
recognized standard mining publication 
in the English-speaking world, and I 
do not need to point out its large cir- 
culation in Europe, South Africa, Au- 
stralasia, India, etc. 

The Electrical World, in its field, is 
just as well known abroad as the En- 
gineering and Mining Journal. To- 
gether with the Street Railway Journal, 
it has kept for many years its own of- 
fice in London, and there is no doubt 
that the Street Railway Journal has by 
all means the largest foreign circula- 
tion of any paper in this particular line. 
The writer found it last year all over 
Europe, in most of the offices of the 
street railway and tramway companies. 

As to the American achinist, the 
“observer” seemingly does not know 
that of this valuable paper a ‘European 
Edition” is published in London; there 
are few engineering shops of any stand- 
ing in Europe, South Africa, Australia 
and other countries, where you do not 
find a copy of the American Machinist. 
Its regular European edition (weekly) 
has perhaps a targer circulation in 
Europe than any other American tech- 
nical journal. 

Of other American papers, the writ- 
er especially noticed the Scientific 
American, the Iron Age, and, of the 
magazines, the Engineering Magazine. 
The writer did not pay any special at- 
tention to papers outside the above 
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lines, and therefore does not feel author- 
ized to speak about those publications. 
Yours truly, 
Henry L. GEIsseL. 
i .  s 
THE NORTHERN TRUST COMPANY. 
Capital, $1,000,000. 
Surplus, $1,000,000. 
Southeast corner La Salle & Adams Sts. 
CuIcaco, Sept. 1, 1903. 
Editor of Printers’ INK: 

A bank is a dignified institution. It 
is peculiarly susceptible to public senti- 
ment, its reputation for conservatism 
and care and solidity must be zealously 
guarded. Methods that might be used 
with impunity by any other sort of 
institution would not do for a bank. 
Its advertising, therefore, should be dig- 
nified, and so expressed as to appeal 
to the careful, conservative and thrifty 
element of the community. 

Yours very truly, 
Gro. Eustis Rosertson, 
Advertising Manager. 


GOOD METHOD—BUT USE A POS. 
TAL FILE, 


A scrapbook is such a valuable ar- 
ticle that it is a wonder every retailer 
in the land who has any ambition at 
all does not use one. Its value after 
it has been in use for a few years 
cannot be estimated. The ideas and 
Suggestions that are gathered together 
and preserved between its covers are 
always a source of value, and new 
ones are constantly being added. Every 
concern that does advertising in daily 
and weekly press keeps clippings of 
not only all its own advertisements, 
but the advertisements of com 
and good specimens, used b rms in 
other lines of business. he scrap- 
book forms a convenient and concise 
reference when preparing matter. It 
shows what goods were advertised at 
the same date a year ago, or when 
certain lines were announced. Anyone 
that has had experience in preparing 
advertising matter can appreciate the 
advantage of being able to refer to 
previous announcements. To keep the 
newspapers in which the advcrtisements 
appear would be to preserve much use- 
less matter. The scrapbook facilitates 
keeping tab on competitors’ advertis- 
ing, and progressive concerns notice 
what the others are doing. It is not 
only in collecting advertisin clippings 
that the scrapbook is valuable, but in 
getting together other useful informa- 
tion. Frequently, in reading a trade 
journal or newspaper, an article is no- 
ticed that contains information not 
wanted at the time, but that may prove 
useful later. These articles might re 
fer to window-dressing, to store fix- 
tures, to frosty windows, to changes in 
the business of some other person or 
one’s self, or to dozens of other mat- 
ters of interest and value. Those who 
have used a scrapboxk for a few years 
admit that it contains a /urd of in- 
formation that money could not buy.— 
Toronto Furniture Journat. 

———~+or—___—_ 


_ To be born with the ability to adver- 
tise well is better than with a silver 
spoon in one’s mouth.—White’s Sayings, 


titors, 
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THE HABITUAL BARGAIN 
SALE SICKNESS. 


By L. Scott Dabo. 


In the mass of retail store ad- 
vertising appearing daily in the 
newspapers, two expressions stand 
out glaringly in the mind’s eye 
after all the details have melted in- 
to forgetfulness. Special Sale and 
Price Reductions. 

To the average reader these 
words have grown into synonyms 
of firm names, giving a tone as 
distinctive as it ought to be unde- 
sirable. There is an inseparable 
relation between special sales and 
certain stores that seems to mark 
them as being run upon purely 
philanthropic principles. The 
thougintful reader is left to decide 
between two questions: is John 
Robinson’s store with its whole- 
sale price reductions and daily spe- 
cial sales open for the spiritual 
glory of its owners or are the at- 
tractions merely the wordy bait to 
tempt gullible ‘customers within 
the store precincts? In either case 
there must be a loss of confidence 
on the public’s part. However 
much a bargain may appeal to a 
woman’s instinct for getting some- 
thing at a cost ‘below its value, the 
deception must early or late arrest 
her attention and shake her faith 
in the firm’s honesty. 

It would seem that the special 
sale from being an exception has 
become the rule with many adver- 
tisers. The questions remain as 
follows: how many people are de- 
ceived, to what extent and how 
long will they remain so. If all 
price reductions areas advertise- 
ments represent them, then the 
profits on regular priced goods 
must be enormous. It is quite true 
that goods are rarely advertised at 
regular prices, but the practice still 
accuses, for then so-called reduc- 
tions, being based upon purely fic- 
titious values are not reductions 
at all. The impression conveyed 
by the majority of clothing and 
department store advertising is 
that regular priced goods will not 
draw customers. It may be that 
the public has been spoiled by too 
much bargain sale-ing; the fault 
seems to lie in the rivalry existing 
between storekeepers as to which 
will succeed in outdoing the other 


in offering bargains. On the other 
hand, it is a noticeable fact that 


.the most reputable stores rarely 


advertise bargains and yet do a 
growing business. If goods are 
bought at wholesale to sell at a 
below profit figure there must be 
something the matter with the 
goods, the store, or general con- 
ditions in the retail trade. Stores 
whose stock is daily offered at spe- 
cial sale inducements are little bet- 
ter classed than the continuous fire 
sale establishments. The differ- 
ence is one of name only, and the 
first will come to grief just as 
surely as the last named ‘have ceas- 
ed to find favor or credence in the 
public. When a legitimate reason 
is given for price reductions or 
special sales, confidence in cus- 
tomers is increased rather than 
lessened, for it can always be made 
plain why at certain times of year 
stock must be unloaded; but when 
the unloading occurs at the begin- 
ning of a season and continues 
every day to the end, ad infinitum 
—the public will begin to wonder 
and at last lose confidence in the 
store’s honesty and the truth of 
its advertising news. The fact is, 
wherever the practice has become 
the ruling principle, the advertis- 
ing man is at a loss to discover 
new reasons to offer as riders to 
bargain items. 

Some merchants seem afraid to 
have customers know they are sell- 
ing goods at a profit. Quality, ex- 
clusiveness of style, or a dozen bet- 
ter arguments are unimportantly 
spoken of so that more space is 
left to dwell upon low price. De- 
partment stores offend most fre- 
quently in this respect. Many peo- 
ple flee from a so-called bargain 
sale as they would from the 
plague, and these are usually of 
the class that makes for a store’s 
reputation. It is not from a mere 
affectation of purism that some ad- 
vertisers avoid mentioning the 
word bargain. Opprobrium at- 
taches to it and the user. It has 
become a term of classification. 


—_—+oo—__——_——- 

“Tr’s an 8-hour day for about every- 

dy now, isn’t 1t?”* 

“Oh, no; not for the employers.” 

And why not for them?” 

“Because, if they had been content 
wih - Pour és. they wouldn’t have 
ucceeded in becomin ed 
Chicago Post. . 
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NOTES. 


the appropriate 
Twelfth street, 
York. 





“Dr. GENTLE” is 
name of a dentist in 
near Sixth avenue, New 

A patnty eight-page booklet from 
John S. Finney, chemist, Philadelphia, 
describes “Krylol,” a non-poisonous and 
non-corrosive disinfectant and germicide. 


A rotper from the Hill & Ross Co., 
Medina, Wis., describes the “Iron Age 
Pump Stand,” a device for farmers, and 
gives favorable opinions in the shape of 
letters. - 

A PLAIN, sane little booklet from the 
Prudential Trust Company, Cleveland, 
Ohio, tells all the old things about wills, 
estates and the trust department in a 
fresh, neighborly way. 


A TASTEFHL eight-page booklet gives 
glimpses of the Highlands Hotel, Nine- 
ty-first street and Lexington avenue, 
New York, with rates and statistics of 
health of that locality. 


Tue Solicitor is a pithy little four- 
age advertising paper, issued monthly 
by the Rochester (N. Y.) Post Express 
in the interest of newspaper advertising 
—particularly the Post Express kind. 
Such a paper published regularly ought 
to be good advertising. 

THE most praiseworthy feature in a 
clothing booklet issued for dealers’ use 
by Strouse & Bros., Baltimore, is the 
illustrative work. Fall and _ winter 
styles for men are shown In half-tones 
singularly free from the wooden, but 
the cover is not attractive, nor is the 
printing good. 


Silk is an interesting monthly jour- 
nal lately started in Augusta, Ga., in the 
interests of American silk culture. The 
editor, Louis Borris, Magid, is president 
of the Silk Culture League of America 
and of the Seri-Culture & Manufactur- 
ing Co., a concern established at Tal- 
lulah Falls, Ga., to enter into this in- 
dustry on a large scale. 


Profit is a new magazine for busi- 
ness men, published monthly by_ the 
Spatula Publishing Co., Boston. It is 
the intention of the editors to make it 
helpful and interesting to everybody in 
business, and the first issue seems to 
justify the bright play on the name— 
‘Everybody wants it.” 

A very neat and forceful mailing 
card, with a clever humorous idea, is 
sent to retail druggists one week be- 
fore the advent in a town of Louis Jay 
Gerson, sales manager of “‘Frog-1n-Your- 
Throat.” This remedy is now handled 
by the Pron tn-Vour- Threat Co., West 
Broadway and Chambers street, New 
York. 


THE Manila Review of Trade and 
Price Current is the latest publication 
to appear from the Philippines. It is a 
neat, businesslike monthly, devoted to 
the trade of the city and the islands. 
S. E. DeRackin is editor and publisher. 
The first issues deal with trade condi- 
tions and the problems of developing 
the Philippines, showing their present 
[esattive methods of transportation and 
abor by means of interesting photo- 
graphs. 
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From the Waterbury (Conn.) Repub- 
lican comes a compact little booklet 
which aims to show vertisers just 
where that daily circulates, and to what 


* extent. 





Classified Advertisements. 


Advertisements under this head two lines or more 
out di y, 70 centsaline. Must be 
nded in one week in advance, 
WANTS. 


ORE than 215,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day, Beats any two other papers. 


Pp ISITION wanted by experienced circulation 
manager. I can build up and strengthen 
your list. Address “* CIRCULATOR,” care P. L 


T HOROUGHLY competent and experienced ad 
solicitor desires change, State your require- 
mente to M. M. RING.Washington, D.C., care G.D. 


A PREMIUM or other good plan for trade Ta 
ting to be used by country merchants. Will 
Erp on royalty basis, GRIGG, 302 N. 3rd 8t., 
St. Louis. 


youre man of original ideas and ability to 
write up good catchy ads. Would accepta 
ition or write up single ads. “K.,” care of 
nters’ Ink. 
7] ANTED—A special advertising agent in each 
V city in the U. 8. to add THE SOUTHERN 
FaRM GAZETTE, Star e, Miss., to his list. 
Liberal commission. 


A MEDICAL advertising solicitor; salary, 
be fi 








$2,000 or fifteen per cent. commission; must 
vlass; give references. “ SOLICITOK,” 


rst-c 
care of Printers’ Ink. 


A DYeEtiaine SOLICITORS wanted. Active, 

bright, business getters. Good commission. 
Old_ reliable ~~ per. Address RETAIL 
DRUGGIST, Detroit, Mich. 


ENERAL MANAGER for a daily, to supervise 

purchases, disbursements and collections. 

Must purchase 3 to 4 thousand interest. “‘ MAN- 
AGER,” care of Printers’ Ink. 


DVERTISING SOLICITOR wanted in Boston, 

Philadelphia, Chicago and other centers, 
First-class proposition; liberal commissions. 
FRANCIS B, HAYS, Atlanta, Ga. 


GIDE LINE—Two best selling novelties of the 
\ age; carried in vest pocket ; takes a minute 
to show them. Samples, 10 centseach. Booklet 
free. State territory covered. G. P. COATES 
COo., Uncasville, Conn. 
Wy sane rienced advertising solicitor 
for high-c' theater programme work in 
Boston. Yearly situation. ghly indorsed 
ability and character. No trifiers. Don’t write 
unless you can come at once if application ac- 
cepted. ve or commission wanted, and 
how much. Write at once. “P. O. BOX 25,” 
Melrose, Mass. 


WE want a man to increase and develop our 
P mail-order business, with some experience. 


good chance fora young man of persistence 
and ay who will be satisfied to id on his 
record, 


DOUBLEDAY, PAGE & CO. 
Publishers of Books and Magazines, 
34 Union Sq., New York. 


JRACTICAL newspaper man, ten years’ experi- 
ence as editor and reporter on New York 
City daily newspapers, wants position in adver- 


tising de ment of a business house. Has 
made big bills for the last five years as a space 
writer, but prefers commercial work. Energetic; 


eager for promotion ; highest references ; thirty 
ye old. Address “ AMBITIOUS,” care of 
Printers’ Ink. 


A OVERTISEMENT WRITERS, especially be- 

ginners, will have an oneeeees opportu- 
nity to demonstrate their ability and make 
money by writing to us. We will tell you how 
to start a business of your own at home which 
wil! do more to establish your reputation as an 
adwriter than years of ordinary experience. 
Write to-day. 

WELLS & CORBIN, 
Suite 608 B, Lippincott Bidg., 
Philadelphia, 
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Poms as telegraph, make-up, , or 
ng editor Ra thoroug! ry 

trained man of 30. Active, ambitio ous, resource. 
ful and temperate. Will bring new ideas. At 
home on conservative or Hearst papers. H. M. 
CADY, 336 Ontario St., Chicago. 
A ARE YOU SATISFIED 

with your present position or salary! If 
not, write us for plan and booklet. We have 

‘8, secretaries, etd 

men, newspaper men, salesmen, ote Technica: 
clerical and executive men of all kinds. High: 


grade eee 
arcoops (INC.), 
oadway, New York. 


Suite 815. Fe 815, fone lv: ia Bldg. Phila. 

Suite 520 Monadnock Bldg. Chicago. 

Suite 132, Williamson Bldg., Cleveland. 
] WANT to hear from manufacturers of staples 

or novelties, good mail-order articles, in 
almost any line except medical, to sell at one 
dollar and under. 1 can keep a winner “in 
front.” 1 will not buy samples, but where they 
are submitted I will return them prepaid upon 
request; or, to those lacking faith in human na- 
ture, I will advance price of such samples as I 
may wish to see, my money to be refunded upon 
return of samples. Address L. D. ADAMS, 5512 
Indiana Ave., Chicago. 














COIN CARDS. 


$3 Tt Less for more; any prin 
THE GOIN vaarree CO., Detroit, 


"Mich. 





DESI @ NERS. 
ESIGNS and illustrations in colors and black 
and white for all purposes. THE KINSLEY 
STUDIO, 220 a New York. 


FOREIGN A A 'D VERT TIS SING . AGENTS. 
E —_ day down your American made ads 
English conditions. STOREY- 
FREER) PUBLICIT CO., Leeds, Eng 


+++ 











ENGRAVING. 
NGRAVING, (line, half-tone, steel, at 
lith Taphing and artistic printing. THE 
KINSLE JDIO, 220 Broadway, New *. 
ENGROSSERS. 
gp aon eA and illuminating of mene 
testimo: certificates, etc. THE 
KINSLEY STUDIO, 220 Broadway, : New York. 
- 








CARBON PAPER. 


Ws exchange a limited amount of carbon 
rand typewriter ribbons for adver- 


ribbo 
tising pane. “ CARBON,” P. O. Box 672, N. Y. 


BOOKLETS, 
E write, design, engrave and print for 
booklets. One talk one order epvers all. 
THEKINSLEY STUDIO, 2 — New York, 


te 
STOCK ‘cu TS. 


AVE a sheet showing sixty silhouette stock 

cuts, in three sizes, one, two and six inches 

high. Glad to oo you one, STANDARD, 61 
Ann 8t., New York. 








CALENDARS. 


_ artistic line of “tor price i calendars 
ever o —— Write for price list. 
SSETT & SUT 
BAS ‘Beekman St., =" York City. 


ee 
ILLUSTRATORS AND ILLUSTRATIONS. 
SENIOR & CO., Wood Engravers, 10 Spruce 
H. St., New York. Service good and proupt. 
LLUSTRATING, designing, ete., for cove 


yp land crests. THE KINSLE 
STUDIO, Broadway, New York. 


PRINTERS’ INK. 


MAILING MACHINES. 
‘THE DICK MATCH MAILER, lightest and 


uickest. Price $12. {* J. VALENTINE 
Mfr., 178 Vermont 8t., Buffalo, N. Y. 
oo ——_—__—— 
ADDRESSES. 


000 NAMES and addresses of thrifty, 
well-to-do Va. and N. C. farmers #. 
DANVILLE SUPPLY CO., Box -23, Danville, 
— - +> 


HOTELS. 


HE LITTLE HOTEL WILMOT in Peng 
Square, Pa wants the disciple 

of PRINTERS’ INK to see how the: a. things. 
THE RYERSON W. JENNINGS CO, 








LITHOGRAPHY AND TYPOGRAPHY. 


ERTIFICATES, Bonds, Diplomas, Letter 
heads, etc., partl L omnes and to bh 
completed for samples 


Send 
ALBERT B. paw & CO. 1 105 William S8t., N. Y, 


—__+or 
LOOSE LEAF PRICE BOOKS. 


OOSE-LEAF PRICE BOOK. 
Practical, compact, serviceable. Ruled an¢ 
indexed. Leaves es easily ‘removed or added. 
onapproval. KING & CO., 105 William St., N. 


+2 
ELECTROTYPING. 


W* make the electrotypes for PRINTERS’ lyk, 
We do the electrotyping for some of the 
largest advertisers in the country. Write us for 
rices. WEBSTER, CRAWFORD & CALDER, 4& 
Rose St., New York. 


HALF-TONES. 


EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash accompanies the order. 
Send for samples. 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn, 


SS 
ADDRESSING MACHINES. 


pean NG MACHINES—No type 
e 


used in 
Wallace stencil addressing machine. A 


card index system of addressing used by the 
largest publishers aT, wy the country. Send 
for circu) WA CE & CO., 29 Murray 8t., 
New York. 





PREMIUMS, 


UBLISHERS who want a good premium free 
srite L. B. BAKER, 17 | Quincy St., Chicago. 


ELIABLE goods are trade builders. Thou- 
sands of suggestive premiums suitable for 
publishers and others froma the foremost makers 
and wholesale dealers in Fe A and kindred 
lines. 500-page list price illustrated catalogue, 
published annually, 3ist issue now ready; 
MYERS CO.., 46w, 48-50-52 Maiden Lane, N.Y. 


> 


EXCHANGE. 


| pada what you don’t want for some 
thing you do. If you have mail order names, 
=< cuts or something similar, and want to ex- 
e them for others, put an advertisement in 
PRINTERS? InK. There are probably many per- 
sons among the readers of this paper with whom 
you can effect a ly and advantageous ex- 
change. The price for such advertisements is 
10 cents per line each insertion. Send along your 
advertisement. 








> 
TO LET. 

yO LET—Half floor in building on Fifth avenue, 
vicinity of 42d Street. Over one thousand 
square feet of floor space. Rent $60 per month. 
Steam heat, electric light and elevator, but no 
Just the thing for 
mail-order business requiring Fifth Avenue ad- 
dress. Further information by addressing 

* REAL ESTATE,” care Printers’ Ink. 





window display privilege. 





Been 


FaSas 


easF “Ss 


bet Bd 


sare 7 StS? 
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COLLECTIONS. 
apt DEBTS Rigg on perce: ustage best 


air treatm pay: 
Rowan 4 Apyess TMENT Y ABSN. 2648 ‘Chi 
ave., Chicago, Ill 


TYPE WRITER CARBON, 


ou might as’well have the best when it 
doesn’t cost any more. Try a book of 
Whitfield’s—25 sheets 8x13—at 75c., and we'll 
a customer. WHITFIELD CAKBON PA- 

it WORKS, 123 Liberty St., New York. 











ELECTROTYPE CABINETS. 


8 much as you want, as little as you need. 
A The Leonard sectional electrotype — 
net; each section will hold 700 electros ; 
section of pad gy base 50, top $1. Also ine 
Leonard stem for buying cedvertising, 96. 
LEONARD: MFG. Co., 40 ket St., G 
ids, Mich. Circular free. 





PRINTERS. 


OOKLETS by the million. woe for booklet. 
STEWAR PRESS, Chic Chicag: 


VATALOGUES rinted in large quantities. 
C4 Write STEWART PRESS, Chicago. 


RINTERS. Write R. CARLETON, Omaha, 
P Neb., for copyright lodge cut catalogue. 


F you are 9 not satisfied where you po try us. 
I We do kinds of book an ore 
rintin; promptly and entistactorily. U N 
PRINTDS \G CO.. 15 Vandewater St., New York. 
ee 





DECORATED TIN BOXES. 


(7. HE appearance of a packs a kage ofttimes sells it. 
T You cannot im: [eo bow beautifully tin 
boxes can be decora and how cheap they are, 
until you get our samples and quotations. 
ear we made, Freer, Bevery 4 ot —_ things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. Send for the tin desk re- 
minder called “Do It Pon 7 A. is free; so are 
any ane ‘ou ey Ae re to 
ICAN TOPPER COMPANY, 
161 Water Street, 

Brooklyn, 


New York. 
on’ largest "makers of Tin Boxes outside of the 


+o — 
ADVERTISING NOVELTIES. 


APEROID Pocket Wallets, 4x7, 1.000 for Re 
including ad. “ Wear like bond - 95 
& SON, 5th above Chestnut, Philadelphia. 


RITE for sample gaa price, new Lock a 

File. Price low. Reaches business man and 
housewife. THE WHITEHEAD & HOAG Co., 
Newark, N. J. Branches in all large cities. 


BRIGHT steel nail file, $30 per thousand. 

Turned toothpicks in cases, $20 per thou- 
sand. Samples of i> in leather cases, 10c. 
Agents wanted. J.C. KENYON, Owego, N. Y. 


ELLULOID advertising novelties that bring 

results. Signs, buttons, Ls High grate 
work, reasonable prices. THE BALTIMORE 
BADGE & NOVELTY Co., 253 Broadway, N. Y 


~~ 


SUPPLIES. 


T D, WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more mag- 
— cut inks than any other ink bouse in the 





“Special prices to cash buyers. 
N NOT HOW CHEAP, BUT HOW GOOD. 


comnes, FENDLER & CO., 
'RINTERS’ WAREHOUSE. 


CYLINDER PRESSE. Job Presses, Paper Cut- 

ters, Gas Engines, Motors, Folders and Stitchers. 
REBUILT By SPECIALISTS. 

TYPE—American Point Line, Body and Set. 


PRINTERS’ MATERIAL, Small Tools and Sup- 
plies. NEW AND SECOND HAND. 


PRONE, and Intelligent Service, Consistent 
Terms, Prices and Discounts. 


CONNER, FENDLER & CO., 
New YorEK Ciry. 


TRADE E JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 





FOR ‘SALE. 


HEAP CLOTH BAGS, mate for all purposes. 
‘A. BENN, Amsterdam, N. Y. » 


ABGAIS—Seur and a tght pepe Scott perfect- 
Ee full modern stereo outfit. 
Adare ose TRIB Oakland, , Cal, 


OUR name, vena ana and address on a neat 
rubber stamp, with and ink, mailed 
for pe. dimes. P. I. DURHAM Co., Corry, Pa. 


BeroRs purchasing cyl cylinder ndeeeiah kina 
presses, paper on 

ly send for St RICHARD PRE PRESTON, 

167L Oliver St., 


” A Teco DEMOCRATIC ens years old, ina 
re yy Kentucky town. a, Cireulation, 


{0 cA, be Rh Gatt ATLETT. rms eaay. A n, Ky. 


42 x 60 POTTER TWO-REV.; will print 4 

= s of a7 or 8-col. 4 ioe on 

ress for bo or new! work. - 
AnD PRESTON, 1671 Oliver Bt. Boston. 


OR SALE—Old-established t,.- 2s over 
Lemna ood —_ opportu ot geen 
en ion an ne eS 
tloulars by rani Welles: per 
NITY,” Printers’ | 


ned DOUBLE CYLINDER, Me or without 

folders attached; will ¢ pages of a 7- 

oat. 8-page; speed, 3,000 to i pe our. Will 

rade in part payment. to Loot RD PRESTON, 
ierL Oliver St., 


[% Css a sell your business (with or without real 
tate),no matter where it is or — it is 
worth. Send description, state price, and learn 
how. I have, or can find, the ae you want 
to buy. State your req a rem 
STRANDER. 
350 North Poon Building, 
Philadelphia, Pa. 





BOOKS. 


300D ads for groce’ store $1.00 
100° BAIT PUB. CO. “Toronto, Can. $ 
RISTERS HELPS AND HINTS, 25c. Circular 
free. KING, Printer, Beverly, Mass. 


50 PLANS for making money with little cap- 
9) ital. Something new. Just out. Any one 
— worth the money. Book sent post Fe id # 
Kynopais of chapters sent free. DANVILLE 
Y CO., Box 223, Danville, Va. 


66 M* ADVERTISING PARTNER,” a book 
i for merchants and advertisers who 

_— their “ ads. 140 ares of — head- 

ines, catch argumen' 

By mail, $1. Paste Ts ROW! ind Pub Columbus.0, 


= > epee of the Fraud Order System as 

ticed by the Post Master General. 

Rees ‘publisher and Ceo — deaier, if nota 

subscri should send for the October 

issue of f THE ADVERTISEI'S GUIDE, Newmar- 
et, N. J. 


Vy JE learn both by advice and experien 
Experience often is co: lf you will 
rofit by the a of one who knows, read 
ecessful ‘fo help yout ” Itisa 
ah lon mass iat come ML EOS 
an 4 
PUB. ton Philadelphia, Pa. 


66 H°w a. and Where to Sell Manuscri ts.” Just 
blished. Full of practi 

tions for the fiction writer ad general contrib- 

utor. Contains addresses of 1,000 publications 

that i d MBS. Sent postpaid, mpee covers, for 

50 cents; bound in leatherette, $1. UNITED 

PRESS SYN DICATE, Indianapolis, ind. 


6 EARN LETTERING.” Write Show-cards. 
Our book of Sample Alphabets, Rules and 
t= Complete Instructions enables you to be- 
t= come a proficient show-card letterer, with 
(2 reasonable practice, in ashorttime. Mailed 
= postpaid for 50 cents. ple Chart ard 
General Instructions, with coupon entitling 
you to buy the book for 40 cents, sent on re- 

EF, ceipt of ceipt of ten cents (dime or Ic. stamps). 
OSGOOD, 106 FULTON ST..NiW YORK. 
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BILLPOSTING AND DISTRIBUTING. 


ANNOUNCEMENT. 

The removal of —y office of Secretary of the 
Associated Bill d Distributors from 
Savannah, Ga., to Chicago, Ill, does not in any 
manner affect the operations’ of the Bernard 
pdvertiaing, Be Outdoor advertising will 
be han hout the Southeast under the 
en ; F. ey Pets terson, who has asec 
nected with my interests the past two 
business transacted,as in the ain Lowy aed he: Savan- 
nah, Ga., office. CHAS. B 


—_—__+o+—_____ 
BUSINESS OPPORTUNITIES. 
A BUSINESS OPPORTUNITY. 


An established Chicago house wants a gree 
manamer man of ae pay ay and ability, 
who will put $10,000 to to the business, 


if upon investigation its is eatiafied it will prove 

rofitable. The men back of the company have 

large interests — Sogn can give little ston 
tion to this —— They put their own 
money into the b ness because they believed 
it to bea good thing. They believe it now more 
thanever. And to better protect and develop 
their interests, they want a <i in charge of the 
business who will be eq interested with 
them. He need not pd fe 1 payment for his 
interest in advance. To get the right man is 
more important. Liberalsalary. The company 
owns a number of medical appliances of unques- 
tioned > ro} by patents. 
Practical! Ny 8 amonopoly. In veuns state exper- 
jience an ive references. ress in confi- 
dence : “ OPPORTU NITY,” 7m. Snyder & John- 
son, Tribune Bldg., Chicago. 


>——- 
ADVERTISING MEDIA. 


r line for ne for advertising in THE 
10 GUNIoR, Bethlehem, P Pa. 


25 » CENTS for 30 words5 words 5 days. ENTERPRISE, 
“#0 Brockton, Mass. Circulation, July, 9,060. 


DVERTISER’S GUIDE, New Market, N. J. A. 
post request will bring sample copy. 


AM person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 


RY GOODS REVIEW, Chicago, 
try merchants. Sworn circu 
Advertising rate, $1.50 an inc an inch. 


OULTRY NEWS, 25c. yer 25c. year ; ad rate 5 cents 


te line. Circulation 2.250 monthly. 
witbiaMs &} METLAR, New Brunswick, N. J. 


Oe ADS. 3 cents a line in SHARON 
TELEGRAPH. Only daily paper in Sharon. 
Pa.; center of steel industry. 40, 
miles radius. 


ARGAIN IN ADVERTISING. 50,000 guaran- 
circulation in the best mail-order field 

in the U.S. Rate, only 15 cents per line. MAIL 
AND BREEZE,\Topeka, Kansas. 


‘THE BADGER, 300 Montgomery Bldg., Mil- 

waukee, Wis.,a family monthly, circulation 
general, 45,000 copies, rate 20 cents a line. Forms 
close the %th. Ask c your agency about it. 


pe TALK, Ashland, Or Oregon, has a 
teed circulation of 5500 copies each issue. 
Both other Ashland Lag oad are rated at less than 
1,000 by the American un Newspaper Directory. 


NLY 50c. per line for each insertion in entire 

. of 1 poaaey papers, located mostly in 
ork, Jersey and Pennsylvania, 

UNION PRINT ING CO.. 15 Vandewater St., N. ¥. 


$1 0 WILL pay for a five-line a 


‘oes to coun- 
tion, 3,000. 


people in 5 


n- 


four weeks in 100 Illinois or Wisco 
weekly newspapers, CHICAGO NEWSPAPER 
UNION, 10Spruce St., New York. ae naee on 
application. 100,000 circulation weekly. 


A From the ar who wish to secure business 
from the drug and medical profession, re- 
tail and wholesale, should give the KETAIL 

DrodeisT, of Detroit, Mich., the old reliable 

a 


drug — trial. Its mail bags speak in 
every 


100. 000 GUARANTEED siveutation, 25 
cents a line. That’s what the 
PATHFINDER offers the advertiser every month. 
oe a by all leading mail-order firms. If 
are advertising and do not know = — 
Pata FINDER, you are missing somethin: 
Ask for sample and rates, THE PATHFINDER, 


- .PRINTERS’ INK. 





ADVERTISEMENT CONSTRUCTORS, 


BA ADVERTISING written and planned, 
WM. E. SCAK LETT, Merchantville, N, J, 


ENJAMIN SHERBOW, $148 Euclid Avenue, 
Philadelphia. The making of the better 
sort of Business Literature exclusively. 


DVERTISEMENTS and cuts, new daily, Re. 
tailers and bankers should use the best, 
Moderate prices. ART LEAGUE, pe York, 


ENRY FERRIS, is [EF mark, 
918-920 Drexel Building, Philaaeietin 
Adwriter. Gimbel, Wanamaker, independent, 


¢¢ TACK THE JINGLER’S” best of fads 
Is writing _— business ads, 
Of pith and point, for every use. 
His New York address is 10 Spruce. 


M"tor: let_me send you some samples and so 

forth. What I have done for others might 
gezest what [ could do for you. Give me some- 
to a ree on. = SCARBORO, 557a Halsey 
rooklyn, 


RADE oar booklets, catalogues, malt 
cards, prospectuses, form letters, etc. 
ten, illustrated, printed. Write for free booklet 
“How We Help Advertisers.” SNYDER, JOHN. 
SON & HINDMAN, 904 Tribune Bldg., Chicago, 


OINED WORDS AND HEAD PHRASES. 
Superior words, like superior officers, com- 
mand respect. Icoin every word a general, not 
a private in the ranks. What will you have? 
D. BRAMBLE, 131 Division Ave., Brooklyn, N. Y, 


HERE’S a reason n why this af is the best in 
the column—I wrote it. m Work 
that “best” ee ae e thal * pulling” 








thing 
= 





element. Can a little of it into your 
sy a THE’ PUBLICITY VENDOR, care 
n' 


PERSISTENT Bat BL eg 
PROPERLY EPA 
PROVES PROF FITA BL, 
POSTAL eas Seas 


257 Atlantic Ave., Boston, Mas 
Send for free illustrated monthiy calendar, 


I LOOK for pp Fn half way | between the 
“* PLODDER” and the ‘“‘ PLUNGER.” There's 
a “heap” of cuserprisiner people in that “gap,” 
who know a good thing “when they see IT,” and 
such often write to ask if 1 can help them “ see 
IT.” Why not YOU—sometime! O 
now—you’re far too oaay, 
No. i-x. FRANCIS I AULE. 


P 


See below. 





I DON’T CARE 
I how really good the ae you make are, if 
you send out “ cheap, ly gotten up docu- 
ments to advertise t em en i - will suspect 
the actual goods to be of the same class as that 
poor advertisement of — — people would 
care to take such very cost! 7 neer of havin 
their goods underrated if they thoughtof it~ bu 
lots of folks stick to just such unreasoning 
ey a in and year out.” 
ood many people who take no com 

ances’? I make Catalogues, Boo! 

sts, Circulars, ba ay Mailing Slips ond 
Cards ; Newspaper, Magaz ine and Trade Journal 
Advertisements, e' 

I Igiadly send eats of things that “ suggest” 
g° way ee hy as sible busing in peqponseso let- 

rs inspir rp le bus’ a ‘or me. 
i N - MAU 3 


da Sane 


= “ coatly &h 


St., 
No, 2%. ‘Philadelphia. 

ey ADVERTISING—Now isthe time 
—— ready for fall. The pon conic ad- 

vertiser lays his wane for next season’s 
during the summer months, and that is the cor 
rect policy for you to pursue. your business 
did wot pay as well last year as you expected it 
would, let me try to discover the fault and sug- 
gest a remed If you intend to start a mail or- 
der business next fall let me do your work now 
—during the winter months you should be busy 
taking in money. If you want to start in the 
mail order business but don’t know just what 
line to take up, write me ; itisa part of my busi- 
—_ to sell se’ 1emes of m Goan planning. My 
nly r dation is ful work [ 
have done for the leading American and British 
mail order concerns, [f this is sufficient recom 
mendation for you, then correspond with me re- 
garding any ads, booklets or follow up letters 
you may want written, whether for medical, 
perehens ise, agents’ or scheme business. Ad- 











dress EUGENE KATZ, 504 Boyce Bldg., Chicago. 
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NOTES. 


From the Press-Republic, Springfield, 
Ohio, comes a neat, forceful folder de- 
voted to circulation and advertising 
statistics. 

InForMATION, clear illustrations and 
plain prices are the chief merits of two 
circulars from the Key Furniture Co., 
Statesville, N. C. 


“LearN MorE—Earn More” is the 
title and the text of a straightforwara, 
compact booklet from the Rowland 
Business College, Columbus, Ohio. 


A BOOKLET made to represent a pass- 
book sets forth the services offered by 
the Hamilton Trust and Savings Bank, 
Chattanooga, Tenn. The arguments 
are vigorous. 

Tue Dreyfus Big Store, Pine Bluff, 
Ark., advertises a large thirty-day sale 
by means of a neat booklet instead of 
the usual blanket sheet circular. 
commendable feature is a complete in- 
dex of offerings on the cover. 


A eat folder describing roller 
mills is sent out by the Kent Ma- 
chine Works, 246 Plymouth street, 
Brooklyn. The description is clear, 
but seems somewhat meager for a 
piece of costly machinery. 


Tue Defiance Check Protector, a de- 
vice for bankers and business men, is 
adequately described in a small folder, 
but the printing is not of a quality to 
create a favorable impression. The 
machine is made by the Crown Sta- 
tionery Co., 60 Wabash avenue, Chi- 
cago. 





““MEMORIALS AND TESTIMONIALS” is a 
booklet from the Kinsley Studio, 220 
Broadway, New York, treating of en- 
— resolutions and memorial al- 
ums. 


“Our Bip ror Your FALL PrintINnc” 
is a booklet from the Maverick-Clarke 
Co., printers, San Antonio, Tex., ac- 
companied by sample bill-heads, letter- 
heads and_other standard business sta- 
tionery. Each is priced, and the whole 
packet is an effective bid for printing 
by mail. The idea is capable of be- 
ing adapted by other printers. 

“WINTER SEED WHEAT” is the title 
of a very sensible booklet from Wil- 
lis R. nox, seedsman, Intercourse, 
Pa. It describes Mr. Knox’s method 
of growing seed wheat and gives cul- 
ture suggestions for obtaining the 
best results with his several varieties. 
The booklet also contains complete in- 
formation regarding terms, shipments 
and so forth—something that cannot 
be said of aJl mail order literature. 
Benjamin Sherbow, Philadelphia, wrote 
the copy. 


THe Household Ledger, 95 Liberty 
street, New York, reports a seven and 
a half per cent increase in paid adver- 
tising in the August issue over that for 
July—an unusual event in dull midsum- 
mer. The Household Ledger has been 
formed of the New York Ledger, estab- 
lished by Robert Bonner, 1843; the 
Household, established in Boston in 
1868; Ev’ry Month, New York, 1895; 
Piano Music Magazine, Philadelphia, 
1900, and Literature, Art and Music, 
a few issues of which appeared last 
year. 











Ghe Arlington News. 


Rerevivemes 176 
FLARE curee 


Ten Pages. 
All Mome Priat. 


Sworn Average Circelation 1400 


ARLINGTON. 1OwaA AG 
ECE vilted? p 2 
Aad Ay 





Coan Printers’ ink Sept. +. 1903. 


Roll of Honor 











THE PUBLISHER OF THE ARLINGTON, IA.,, ““NEwsS”"’ IS TO BE COMMENDED ON HIS GOOD 


SENSE. THE FACT THAT A PAPER IS A MEMBER OF THE 


“ROLL OF HONOR”’’—A DEPART- 


MENT IN WHICH NO AMOUNT OF MONEY COULD BUY A PLACE FOR A PAPER NOT ENTITLED TO 
IT—SHOULD BE CONSTANTLY ASSERTED BY A PUBLISHER. BOTH IN HIS PAPER AND STATIONERY. 
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NOTES. 


A FOLDER that ‘talks convincingly 
about good printing is sent out by 
Adams Brothers, Topeka, Kan, 


“Tue Story of the Sofa Bed” is a 
consumers’ catalogue of great merit 
from the Jamestown Lounge Co., James- 
town, N. Y. 


TuHE editorial features of Conkey’s 
Home Journal, Chicago, are enumerated 
on an attractive mailing card which 
shows a late cover. 


As the basis of a folder sent to job- 
bers regarding “Wheatlet,” the Frank- 
lin Mills Co., Lockport, N. Y., uses a 
recent cover from What-to-Eat, 
Chicago monthly. 


A yYAcHTING folder with arguments 
hinged on popular racing expressions 
was sent out by the Crescent Engrav- 
ing Co., Chicago, during the height of 
the international regatta. 


A neat folder from W. A. Whit- 
more, 3119 Cumberland street, Phila- 
delphia, describes his method of open- 
ing a single charge account that gives 
credit at all of the Quaker City’s de- 
partment stores. 


the 


THE advertising manager of the new 
L. C. Smith & Bros. Typewriter Co., 
Syracuse, N. Y., is M. T. Frisbie, who 
handled the publicity of the Smith- 


Premier machine before the formation 
of the new company. 


A series of five impressive folders is 


used to call attention to and explain 
the courses in bookkeeping and _ sten- 


egraphy offered by Boyles’ Business 
College, New York Life Building, 
Omaha, Neb. 


Tue Lake Department of the Y. M. 
A. at Worcester, Mass., with its 
advantages to young men In summer, 
are enticingly described in a neat book- 
let containing half-tone views of the 
department’s boat .house and flotilla. 


In a folder from the Citizen, Co- 
lumbus, Ohio, that daily claims that 
it publishes more paid want ads in six 
days of each week than any other Co- 
lumbus daily does in seven days, and 
submits tabulations made during eight 
days in evidence. 


Two attractive booklets come from 
the Cleveland Varnish Co., Cleveland, 
Ohio—one containing a rather extended 
but thoroughly sane ta on varnishes 
for different purposes and the other 
combining varnish talk with pictures 
of the “Reliance” and “Shamrock.” 


THE programme of the second an- 
nual barbecue given by Masons at 
Cloverport, Ky., ‘recently, bears the 
imprint of the Breckenridge News, of 
that town, and is praiseworthy for a 
more forceful kind of advertising than 
is usually printed in such productions. 


A BOOKLET calculated to interest ad- 
vertisers in the Pacific Homestead, a 
farm and poultry weekly, published at 
Salem, Ore., is sent out from the of- 
fice of publication. Arguments are di- 
rected chiefly to demonstrating the mer- 
its of the paper as a medium for stock 
advertisers. 
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THE main thing in advertising is 
not to display skill in mere word 
stringing, but to produce an effect—to 
send a definite message direct to a 
definite class of people.—Jed Scarboro, 


An illustrated price list of storm- 
proof clothing from the Ohio Rubber 
Co., Clevelznd, Ohio, is conspicuous 
for fine half-tones and clear presenta- 
tion of aeiziled information. It bears 
the Manz-Hollister imprint. 


“How I Got Into THE READY-MApE 
CLotHInG Bustness” is a_ sixty-four 
page autobiography from W. J. Mitchell, 
clothier, Waco, ex. Though some- 
what long, the story of Mr. ‘Mitchell's 
life appears to be founded in fact, and 
is at least calculated to divert, while 
the excellent clothing talk scattered 
through the book will doubtless appeal 
to those who are not up on literature. 


Cuas. B. Knox, maker of Knox’s 
Gelatine, Johnstown, N. has pur- 
chased the crack trotter Anaconda 
(2:01%) and renamed him _ Gelatine 
King. To promote sales of his product 
he offers him as a premium to the 
grocer who sells the most gelatine be- 
fore next February. If the winner 
prefers he may have a check for $5,- 
ooo instead, or this amount will be 
substituted in event of injury to or 
death of the racer. 











Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


New Headquarters 


The Associated Billposters and Distributors of 
the United States and Canada, with representa- 
in inte Tribune Bldg. Chicago Til CHAS BER. 

f une -» C 0, ll. C . BER- 
NARD, Secretary. ° tics 


New York Dramatic Mirror 


231 W. 424 8t., N. ¥. Established 1879. 

Largest circulation of any American Dramatic 
paper. 25 years establish re i e. 1,000 
American cosrespondente, Published weekly. 
Sold at all new: nds. Commercial ads. per 
agate line : 18. single, 17c. thirteen, 16c. twenty- 
six, 15c. fifty two insertions. Sample copies free. 


Ripans Tabules are the best 
dyspepsia medicine ever 
made. A hundred miilions of 
them have been sold in the 
United States ina single year. 
Constipation, heartburn, sick 
headache,dizziness,bad breath, 
sore throat and every illness 
arising from a _ disordered 
stomach are relieved or cured by Ri 
ules. (ne will generally give relief within twen- 
ty minutes. The five-cent package is enough for 
ordinary occasions. All dimegion sell them. 
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TO THE 


Manitoba Free Press 


published morning and evening at Win- 
, the American Newspaper Direct- 


ni pe: 

or, or 1903 gives a higher circulation 
rating than is accorded to all the other 
daily sevepapers published in the Can- 


adian Northwest combined. 














OO 
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CANADA. 


ANADIAN ADVERTISING is best done by THE 
C DESBARATS ADVERTISING AG’Y, Montreal. 








Of the 18 papers published in Arizona 


The Arizona Republican, 


issued at Phoenix, is the only one that es- 
tablishes & a claim to a circulation rating in 
Rowell’s Rowspaper, rectory so high as 
1,500 copies. It is probable that no more than 
$ out of the 13 print so many as 500 copies 
regularly, but during the first four months 

of 1903 the ARIZONA REPUBLICAN has issued 
more than 6,000 copies each and every day. 











Anyone can buy and sell “space” 


—spend your money—but to en- 
gineer your advertising on safe 
lines is different. 


Marsh Advertising Agency, 
New York Life Building, Chicago. 











The State, Columbia, S.C. 


The American Newspaper Directory 

for 1903 gives a higher circulation 

rating than is accorded to any other 
daily published 


IN THE TWO CAROLINAS 


Established 1887. 
Largest Circulation 


Reaches more homes than_any Jewish 


newspaper, therefore the BEST advertis- | 
ing medium. | 


The. Volksadvocat' 
Weekly. | 


The only weekly promoting light and 
knowledge among the Jews in America. 


M. & G. MINTZ, 


PROPRIETORS, 


132 Canal St., New York. 


TELEPHONE, 988 FRANKLIN. @ 





Circulation Books Open for Inspection. 




















IN EL PASO, TEXAS. 


In the latest issue of the Ameri- 
can Newspaper Directory the cir- 
culations of the two daily papers 
of El Paso, Texas, are rated. No 
one doubts the accuracy of the 
Herald rating, but it has recently 
been made apparent that the 
Times rating is fraudulent.— 
PRINTERS’ INK, July 22, 1903. 








A MANAGER WANTED 








A Business Opportunity 


We want a bright business man to take the 
management of our Newspa Subscrip- 
tion geney. is work,can conducted 
in connection with any office work. Many 
people have made a handsome fortune out 
$ a News’ ei al Subscription business. 

We propose to establish 
couaiteeal of our Agency all over the United 

States and Canada. < 


Write To-day for Particulars 


The Grumiaux News & Subscription Co. 














LE ROY, N.Y., U.S.A. 


Now for Business 


You Can Reach Steady and 
Liberal Purchasers in 


Over 200,000 Religious Homes 


cheaply, easily, and well by 
advertising in these 











US:!NESS 
8 RINGERS 














PUT THEM ON YOUR LIST. 
Age, Years. PHILADELPHIA. 
44 The Sunday-School Times 
72 The Presbyterian 
76 a Lutheran Observer 
55 The Christian Standard 
+4 gad or 
e Episcopal Recorder 
59 The Christen Instructor 
49 The Lutheran 10 
We Shall Be Pleased To Hear From You. 





THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bidg., Philad’a, Pa, 
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Ina Class 
WHEN 
By Itself. a strong Republican two-cent 


‘ins P ing paper like 
That’s the position occupied —— 


BY The Jersey City 


The German |\Evening Journal 





has far the largest circulation 


4 D hold 
Daily Gazette ys. 


shrewd advertisers appreciate. 








At least 50,000 Germans 
read it daily and read no other, 


DAILY AVERAGE CIRCULATION : 


because they cannot master 1899—14,486. 1900—15, 106, 
the English language. 1901—15,891. 1902—17,532. 
Advertising rates on appli- 
cation. 1903—I 8, 4 6 0 
The Philadelphia A HOME, Not 2 Street 
Cerman Cazette, Circulation. 


924 Arch Street. 
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THE CHICAGO’ 
Daily Drovers’ Journal 


FOUNDED IN 1873 


has behind it thirty years of uninterrupted success and constant 
growth. It goes every day into the homes of over 35,000 of the 
most prosperous and progressive stockmen and farmers of the West, 
who are well-to-do, able and willing to buy. In 1902 more than 
$321,000,000 worth of live stock was sold in the Union Stock Yards 
of Chicago, and this money went into the pockets and added to the 
profits of the readers of THE DROVERS’ JOURNAL. The circulation 
covers the Mississippi Valley States and the great West. Asa me- 
dium for advertisers of farm machinery and implements, land, farm 
supplies and articles for household use, THE Drovers’ JOURNAL is 
especially valuable, as it is essentially ‘‘the farmers’ daily.’”’ You 
cannot afford to overlook us if you want the farmers’ trade. Sample 
copies, rates and full particulars upon application to 


THE DROVERS’ JOURNAL, 
Union Stock Yards, ° . Chicago, Ill. 
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Largest Circulations. 








AN EXAMINATION OF ROWELL’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 1#3 
REVEALS THE FACTS STATED BELOW. 


Nore.—Under this mending PRINTERS’ INK will 
advertise a three-lin: raph relating to the 
appropriate pape r, giving t one insertion for 60 
cents—stam = yment to accompany the 

1 continue it once a week for three 
months (thirteen weeks) for $7.80, from which 5 
per cent may be deducted for cash with order. 
CALIFORNIA. 

The Daily Examiner has a higher circulation 
rating than is accorded to any other paper in 
San Francisco or in the State of Xualitornia, 

The Weekly Examiner has a higher circulation 
rating than is accorded to an — weekly in 
San Francisco or in the State State of California. 

CONNECTICUT. 

The Evening Post has a higher circulation 

rating than is accorded to any other paper in 
idgeport. 
DISTRICT OF COLUMBIA. 

The Home Magazine has a higher circulation 
rating than is accorded to any other ae 
cation — a in Washington, or in the District 
of Columbia. 

The National Tribune has the highest circula- 
tion rating Sooerwed any weekly in the District 
of Columbia. 

GEORGIA. 

The Atlanta Journal has the highest daily 
circulation rating south of Baltimore, St. Louis. 

The Daily Herald has a higher circulation 
= than is accorded to any other paper in 

ugusta, 


ILLINOIS. 
The News has a higher circulation rating than 
is accorded to any other daily in Champaign. 
INDIANA. 
The Commercial has a higher circulation rat- 


ing than is accorded to any other weekly in 
Vincennes. 





IOWA, 


e Republican has a higher circulation rating 
a is accorded to any other paper in Albia. 


MASSACHUSETTS. 


The Daily Tran et od hasa higher circulation 
Sm py By is accorded to any other paper in 


NEW YORE. 

The Evening Herald has a higher circulation 
rating ie wl - accorded to any other paper in 
Bingham: 

The reed Courier has a higher circulation 
rating than is accorded to any other Sunday 
paper in Buffalo. 


The Evening Star has a higher circulation rat- 
ing than is accorded to any other daily in 
mira, 


The Daily News has a higher circulation rating 
than is accorded to any other paper in Ithaca. 


The News has a circulation rating four times 
higher than is accorded to any other paper in 
Newburgh. 


The Schenectady Gazette has a higher cir- 
culation rating than is accorded to any other 
paper in Schenectady, 


NORTH ——— J 
The Set Apa 8 3 
accorded to mg Ay per 
oe dh or daily in the State oe North fame 
OHLO. 
The Herald has a higher circulation rating 
than is accorded to any other paper in Eaton, 


The Daily Vindicator has a higher circulation 
yams than is accorded to any other paper in 


nh 





PENNSYLVANIA. 

The Leader has a higher circulation rating 
than is accorded to any other paperin Allentown. 

The Centre Democrat bas a higher circulation 
rati “titan is accorded to any ether paper in 
Bellefonte. 

The pean News hasa higher gene rat. 
than is is accorded toany other pgper Ww 





TENNESSEE. 
The Commercial-Appeal has a higher circu 
lation rating than is accorded to any other daily 
in Memphis or in the State of Tennessee 


The Weekly Commercial-Appeal has a o tate 
circulation rating than is accorded to any other 
paper in Memphis or in the State of Tennessee. 


“TEXAS. 


In the latest issue of the American New paper 
Directory the circulations of the two d 

rs of Kl Paso, Texas, are . Noone ‘doubts 

he gouusney of the Herald rating. but it has re- 
cently been made apparent that the Times rating 
is fraudulent.— PRINTERS’ INK, July 22, 1908. 


The Tribune has a higher circulation rating 
than is accorded to any other other paper in Galveston. 


ae ap my Sentinel has a higher circulation 
~ Kt, is accorded to any other paper in 


WASHINGTON. 
The i Ledger and the Weekly Kolpes ts have 
MP 4. cree tion ratings than are accorded to 
any other papers in Tacoma. 


WEST VIRGINIA. 

The Mail has a higher circulation rating than 

is accorded to any other daily in Charleston. 
MANITOBA. 

In Manitoba and the Canadian Northwest the 
Manitoba Free Press and the Free Press Evening 
News Bulletin has a higher circulation rating 
than is accorded to all the other daily — 
combined, and the Weekly Free 
pas od circulation than is accorded to any other 
weekly. 





NOVA SCOTIA. 

The Weekly News, Truro, Nova Scotia, has a 
higher circulation rating than is accorded to 
any other paper in Nova tia. 

ONTARIO. 

The Daily Free Press has a higher circulation 
rating than is accorded to uny other paper in 
London. 5 

QUEBEC. 

The Family Herald and Weekly Star has a 
higher circulation rating? than is accorded to 
any other paper in Montreal. 


——__+0+_—_ 
CONCERNING AN OLD NOTION. 


Agricultural implement makers are 
gradually abandoning the old notion 
that any kind of printed matter is good 
enough for farmers, and are beginning 
to act on the theory that nothing is 
too good for them. And they are 
right. The farmers of to-day are as 
susceptible to the influence of fine en- 
gravings and high-grade printed mat- 
ter as any other class in the commun- 
ity —Rogers & Wells, Chicago, 
+e 

THE right kind of advertising is not 
a case of poker luck—you have the hand 
and _ don’t need to four flush.—White’s 
Sayings. 
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Talking of Prunes 


Here’s a Few Facts 


, Worth knowing, and just what you are looking for. 
For the year 1901 a yield of 105,000,000 pounds of 
prunes; 3,724,340 trees that bore those prunes, re- 
turned in hard cash for those same prunes 


$4,000,000 


You know the place, the world-famed Santa 
Clara Valley, California. 








San Jose 








Evening Herald 








Covers this great field, consisting of thousands 
of orchard homes. 


The Herald is patronized by 

the largest advertisers in 

America, has the largest cir- 

culation and also the largest 

amount of advertising of any 

evening paper in Santa Clara 
County. 








EASTERN AGENTS: 
LA COSTE & MAXWELL, 140 Nassau Street, New York. 
HOME OFFICE: 
20 West Santa Clara Street, San Jose, Cal. 
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“Farmer's Sentinel 


is not a class paper in the sense that the 
IRON AGE and BooT AND SHOE RECORDER 
are industrial Trade papers ; nor yet in the 
sense which constitutes the INLAND PRINTER 
and OPERATIVE MILLER professional Trade 
papers ; nor evenin the sense which makes 
the SciENTIFIC AMERICAN and PRINTERS’ INK 
educational Trade papers. In other words: 
itis not an “ agricultural’’ paper in the 
scientific nor yet in the clannish sense. 


ihe Farmer's Sentinel 


is just what its name implies: a watchful 
guardian of farming interests. It does its 
level best with increasing success to serve 
the farmer, not only asa producer, but also 


as a consumer—instructively, industrially, 


commercially, professionally and scientific- 
ally—to be more successful and contented 
with his business, FARMING, and this in- 
volves jointly the interests of his family and 
help, of his home and community. Such is 


“Farmer's Sentinel 


Address: SENTINEL COMPANY, Milwaukee, Wis. 
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August R. ecord 


Of Seattle’s (Wash.) Newspapers. 


The following comparative statement of busi- 
ness, given in inches, carried by The Times and the 
«P.-I.” during the month of August, 1903, tells its 
own story : 


Ohe Oimes’ Record 











Display advertising ‘ ‘ ‘ R 33,605 
Classified advertising . , ; j 12,696 
Legal advertising ‘ ‘ ; : 5,455 
Total for August ‘ , ‘ ; 51,756 
Ohe P.-I.’s Record 
eC o~de S eCor 
Display advertising ‘ R , . 27,232 
Classified advertising . : ‘ ‘ 10, 319 
Legal advertising 180 
Total for August - : , ; 37:73! 
The Times beat the ‘‘P.-I.” . R : 14,025 


Note that The Times leads The « P.-I.” by 
6,573 inches in display advertising, 2,377 inches in 
classified, and 5,275 in legals; and‘in the aggregate 
The Times makes the splendid lead of 14,025 
inches in a single month, or about 37 per cent. 

The increase of The Times’ advertising for 
August, 1903, over that of August, 1902, was nearly 
19) per cent. 












S IN > 
OF coaPeie THE S. C. BECKWITH SPECIAL AGENCY 
; NaJRUTH) SOLE AGENTS FOREIGN ADVERTISING 


RP 43-44 45-47-48-49 Tribune Bidg., New York 
530-511-512 Tribune Bidg., Chicago. 
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Another to his Credit 


Burts, Montana, Aug. 12, 1903. 
Printers Ink Jonson, New York, N.Y. 
DgaR SIR :— 
Your welcome letter of A t 7th at hand, and 

I am glad to hear from you. also received your 
cat i some days ago and have saved it for 
future reference. 

I have not been in business for myself, but am 
weepmag at my trade (pressman). 

Ihad Mr. H. Rosenweig of the JouRNAL order a 
100 Ib. keg of your news ink while I was there, which 
I was well satisfied with. Ihave severed my con- 
nection with that office and am now working at the 
Miner Pub. Co. I find we have enough job inks in 
stock for many moons to come, but there many be a 
chance to sell them some poster black. They have 
always used the web press inks for that work, so I 
cannot promise you an order yet. I think I was the 
first pressman in this cy to order any of your ink, 
and fam satisfied that the JournaL will use = 
news inks in the future, for which I think I am 
due the credit. Iam always glad to hear from you 
and receive your price lists, etc., and I hope to 
make — ——— for you here in the La ag 

remain as ever, very res . 
ro. O*Leary. 





Office of the Butte Miner, 
UTTE, Monr., Aug. 24, 1903. 
Printers Ink Jonson, New York, N. Y. 
DEAR SIR :— 

Please forward to our address 100 Ibs. news 
ink for use on our Miehle press. The temperature of 
our press room is about 70 degrees. 

Yours very truly, 
BuTTge MINER Company, 
Phil. C. Goodwin, Manager. 


It gives me great pleasure to secure orders through 
the kind words of employees, and Mr. O’Leary has cer- 
tainly shown himself to be my friend. In his letter of 
August 12th he promised to do his best and two weeks 
later his firm sent the order. When my goods are not 
found as represented, I don’t accuse the workman of not 
knowing his business, or claim the machinery or rollers 
are out of order—I simply refund the money and re- 
imburse the purchaser for all transportation charges. 

This has been the means of my securing many 
friends, and I can safely say that my enemies are few 
and far between. Send for my new book offering sug- 
gestions for relieving troubles in the press-rooms. Com- 
pare my prices with those charged by the credit houses, 
and figure how much the cash is worth to send it in 
advance. It is not a question of credit or rating, as all 
printers look alike to me. 


ADDRESS: 


PRINTERS INK JONSON, 


17 SPRUCE ST., NEW YORK. 
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Three Dozen Dailies. 


Whoever thinks he can improve this list without increasing the number of is 
[ea to write a letter giving his views and opinions. ad “— a 


NEW YORK HERALD—(Morning and Sunday) 
TIMES—(Morning and Sunday) 
WORLD—(Morning, Evening and Sunday) 

BROOKLYN EAGLE—(Evening and Sunday) 

ROCHESTER DEM. & CHRONICLE—(Morning and Sunday) 

BUFFALO NEWS—(Evening and Sunday) 

NEWARK NEWS—(Evening and Sunday) 

PHILADELPHIA RECORD—(Morning and Sunday) 

BULLETIN—(Evening) 
HARTFORD TIMES—(Evening) 
BOSTON GLOBE—(Morning, Teening and Sunday) 
TRANSCRIPT__(Evening) 

BALTIMORE NEWS—(Evening) 

WASHINGTON STAR—(Evening) 

ATLANTA JOURNAL—(Evening and Sunday) 

MEMPHIS COMMERCIAL APPEAL—(Morning and Sunday) 

NASHVILLE BANNER—(Evening) 

CINCINNATI TIMES-STAR—(Evening) 

CLEVELAND PRESS—(Evening) 

PITTSBURG PRESS—(Evening and Sunday) 

DETROIT TRIBUNE—(M’ng except S’y); NEWS—(Ev'ning) 

CHICAGO NEWS—(Evening) 

RECORD-HERALD—(Morning and Sunday) 
TRIBUNE—(Morning and Sunday) 

ST. PAUL DISPATCH—(Evening) 

MINNEAPOLIS TRIBUNE—(Morning, Evening and Sunday) 

PORTLAND OREGONIAN—(Morning and Sunday) 

SEATTLE TIMES—(Evening and Sunday) 

SAN FRANCISCO EXAMINER—(Morning and Sunday) 

CALL—(Morning and Sunday) 

LOS ANGELES TIMES—(Morning and Sunday) 

KANSAS CITY STAR—(Evening and Sunday morning) 

INDIANAPOLIS NEWS—(Evening) 

ST. LOUIS GLOBE-DEMOCRAT—(Morning and Sunday) 

LOUISVILLE COURIER-JOURNAL—(Morning and Sunday) 

DENVER POST—(Evening and Sunday) 


GEO. P. ROWELL & CO., Advertising pqsots, recommend advertisers to use 
the daily papers and believe the list named above is as good a selection, so far as 
it goes, as can be made. 

To illustrate the cost it may be stated that a twenty-four word ‘“‘ Want.” ad- 
vertisement inserted five times in all the papers catalogued above would cost 
something more than $50. An ordinary 10-line advertisement, for a single inser- 
tion, would also cost something more than the sum named, even if continued 
every day forayear. A ce of three inches single column, in this small list of 
papers, would cost fully $50,000 for one year’s insertion. This goes to show that 
ys enry is act cheap; still old advertisers know that the best papers are the 
cheapest after all. 

GEO. P. ROWELL & CO. are glad to quote rates and receive and forward 
advertisements for the papers named above and for all leading pewsnepere and 
magazines. OrFices, No. 10 SPRUCE S8T., NEW YORK. 








